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Statistics are wonderful, but the 


nly time the publicity manager of 


winter resort sees fit to use them 
when the weather in his par- 
cular domain goes sour. 


a ee 


Hart Schaffner & Marx are tak- 
¢ such a hammering on their 
aris “Congratulations” poster that 
ry may decide the only safe 
bessage to send overseas is 
Happy birthday to you.” 


—.. 


Parents’ Magazine is reported to 
ave a daily distribution of candy 
) its office staff as a midafternoon 
ick-up. This is an idea that will 
e approved by the children as 
rell as the parents. 


, FF F 


Fibber McGee and Molly will 
bse their producer June 1, it is 
pported, but it is to be hoped 
at the wise and resourceful Mr. 
uinn will continue to guide the 
stinies of the hall closet and its 
roprietor. 
vy¥s iy 


The newsreels aren’t hard up 
br pictures at the present mo- 
hent, but the Ohio river went on 
s annual rampage just to provide 
e usual shot of the fat man on 
1e roof waiting for a skiff ride. 


~ FF 


The Southern Pacific uses a 
assenger agent on the Daylight 
D keep the customers amused via 
bud speaker, probably not realiz- 
g they’re just training some an- 
ouncers for the radio industry. 


+ 9 


The creator of the Book-of-the- 
onth Club probably never real- 
ed how many fields could borrow 
is idea. For instance, the credit 
anagers are threatening to pro- 
ote a bill-of-the-month club. 


Y Fe 


Media reps visiting Seattle are 
farned not to indulge in liquid 
freshment before visiting the 
vo Erwin, Wasey offices there. 
he diplomatic complications have 
llinite possibilities. 


. = 


Fuller & Smith & Ross will han- 
1@ surplus property advertising 
br the RFC, and maybe your 
nele Sam will rank a few years 


€nce as the country’s leading ad- 
ertiser, 


7,7? 

“Much industry objection is 
sed on emotion rather than a 
Houghiful appraisal of long range 
lerests,” remarks Chet Bowles. 


swoncler if he ever told that to a 
went, 


we 


Mayor LaGuardia and WNYC 
ave been given Peabody awards 
Yr publie service, and the Little 
‘OWer is now entitled to order a 
Owhoy hat at least three gallons 


vgy¥y 


Caus'ic comments on that public 

ons story in ADVERTISING AGE 
18ges' that some of the compa- 
“<S In this field might be able to 
“4 ervices of a good public 
“atior. counselor. 


rae 


he ad says, researches the 
— in realities, finds fact 
nied scinating than fabricated 


no extra charge for the 
puter ions? 


Copy Cus. 


TH 


. w / he. 
EMBLEM— _.\P Photographer Joe Rosen- 
thal's famous picture of the flag rais- 
ing on Iwo Jima becomes the emblem 
of the 7th War Loan drive, to appear 
on all advertising. Treasury is also 
preparing a poster and a June outdoor 
panel based on the picture. The em- 
blem was developed by the War Ad- 
vertising Council's task force agency, 


Ruthrauff & Ryan. 


Seven New Brands 
Hit Market, Easing 
Smoke Shortage 


New York, March 30.—The 
plight of the harassed cigaret 
smoker has been somewhat eased 
here with the appearance of seven 
new brands of cigarets. These 
smokes which have made their 
debuts at sporadic intervals since 
Jan. 1, represent a curious collec- 
tion, all designed for the same 
purpose: to keep smokers and 
dealers happy and, not incident- 
ally, to make money. 

Most of the new products sell 
for 21 cents against 17 cents for 
the popular brands. The entire 
supply, however, represents an in- 
finitesimal percentage of total 
cigaret consumption in the U. S. 
(600,000,000 per day). One esti- 
mate of this figure is 1.5%, which 
is hardly enough to alleviate the 
nationwide shortage. 

The new brands are: Coffee 
Tone, Mapleton, Stratford, Lady 
Hamilton, Melody, Lion and Duo- 
Blend. Of these Duo-Blend has 
been distributed for some time, but 
only to clubs, and Lady Hamilton 
has heretofore been manufactured 
only for export. 


One Campaign Ready 


The only cigaret for which ad- 
vertising plans have been made is 
Lady Hamilton, produced by F. & 
E. Soter Tobacco Corporation, New 
York. The product has been on 
the domestic market since Jan. 1, 
and is now beginning to appear 

(Continued on Page 51) 


Editorials speak... 


on postal rates and un- 
used book paper. Page 
12. Other features: 


Ad-libbing a 
Feature Page in Oe 
Getting Personal .. 
Information for Advertisers . 12 
In Washington... 42 
Obituaries .. ss 2 
Photographic Review .. 55 
Postwar Planning .. 28 
Rough Proofs — 
Voice of the Advertiser. ... . 40 


Trade in Doubt 
on OPA Plea for 
‘Quality Pricing’ 


Bowles’ Request for 
Gov't Standards Made 
to Wrong Committee 


Washington, March 29.—The $64 
question in grade labeling these 
days is “How much did Price 
Administrator Chester Bowles 
mean it when he appeared before 
the Senate banking and currency 
committee to plead for power to 
base canned food prices on gov- 
ernment standards?” 

While there is little reason to 
doubt Mr. Bowles’ sincerity, there 
are at least two interesting fac- 
tors which might check excite- 
ment over a new grade labeling 
scare from OPA: 

First, Mr. Bowles was making 
his plea to the wrong Congres- 
sional committee. 

Second, OPA has already ad- 
vised the canning industry that 
its present plans call for continua- 
tion this year of the formula pric- 
ing used during 1944. 


‘No Grade Labeling’ 


In his appearance before the 
Senate committee on renewal of 
the price control law, Mr. Bowles 
made it clear that there will be no 
grade labeling, although he told 
the committee that it is his per- 
sonal opinion that grade labeling 
opposition is based on “emotions 
rather than thoughtful appraisal 
of the long-range interests of 
business.” 

The price administrator then 
went on to say that though OPA 
can get along without grade label- 
ing, it ought to have power to 
base food pricing on the standards 
developed by the Department of 
Agriculture. 

Those Agricultural Marketing 
Administration food grades have 
been a source of argument ever 
since Lou Maxon blew the lid off 
grade labeling in OPA’s early 
days. 

Mr. Bowles and his staff insist 

(Continued on Page 53) 


Motor Makers Map Plans 
for Future Sales Growth 


Goodyear Tells 
Postwar Plans; 


Line Runs Gamut 


4 Largest Rubber 
Makers Double Ad 
Budgets Since ‘41 


Akron, March 27.— Goodyear 
Tire & Rubber Company, largest 
manufacturer and advertiser in 
the rubber industry, has an- 
nounced postwar merchandising 
plans that will not alleviate fears, 
oftenexpressed by department 
stores, lumber and hardware 
stores, and many other retailers, 
that the major tire companies will 
be strong competitors in their 
fields after the war. 

A look at the list of goods that 
Goodyear outlets will carry after 
war ends makes it seem likely that 
the outlets will have to be built 
out of Goodyear’s most elastic 
rubber. 

Tires, tubes and automotive ac- 
cessories will be sold, of course, 
but so will bicycles and tricycles, 
footballs and basketballs, baseball 
bats and gloves, guns and out- 
board motors (probably), auto 
and home radios, stoves, refrigera- 
tors and ironers, laundry supplies, 
cooking utensils and kitchenware, 
about 200 tool and hardware items, 
toys and games, and various minor 
appliances. 

Goodyear, in fact, is advising 
dealers with limited space to fea- 
ture automobile accessories Only, 
and not to attempt to sell house- 
wares, heavy appliances, sporting 
goods and toys. Only dealers with 
excellent display space and with 
good foot traffic locations are be- 
ing urged to handle the entire 
Goodyear line. 

Goodyear owns about 450 of the 

(Continued on Page 52) 


Last Minute News Flashes 


Grace & Bement Absorbed by Grant Advertising 
Detroit, March 30.—Grace & Bement, 23-year-old Detroit agency, 

has been purchased by Grant Advertising, Inc., and will function as 

the Detroit office of that organization, which now has a total of five 


domestic and seven foreign offices. 


Edward R. Grace becomes a vice- 


president of Grant, and director of the local office, while Louise C. 
Grace will continue as director of research and media, and other 
Grace & Bement executives will also retain their posts. 


Names Six Agencies on 7th War Loan Drive 

New York, March 30.—The War Advertising Council announces the 
six volunteer advertising agencies working on the 7th War Loan to 
raise $14,000,000,000 May 14-June 30, as Albert Frank-Guenther Law, 
Ruthrauff & Ryan, J. Walter Thompson Company, newspapers; Young 
& Rubicam, magazines; Joseph Katz Company, radio; and G. M. 


Basford Company, business papers. 


Stuart Peabody, Borden Company, 


is Council coordinator, and Guy Lemmon, campaign manager. 


Revere to Launch First Network Show 

New York, March 30.—Revere Copper & Brass, Inc., will enter net- 
work radio the first week in July, sponsoring, in cooperation with the 
University of Chicago, “Human Adventure” on more than 100 Mutual 
stations, Wednesday, 10:30 p.m. EWT. St. Georges & Keyes is the 


agency in charge. 


Winslow Leaves Libbey-Owens for Koppers’ Post 
Toledo, March 30.—Ralph Winslow has resigned as director of public 

relations for Libbey-Owens-Ford Glass Company, a post he has held 

for four years, to become advertising manager of the Koppers Com- 


pany, Pittsburgh. 


Studebaker, Packard 
and Graham Launch 
Broad Programs 


BY L. M. HUGHES 


New York, March 27.—Several 
of America’s passenger car manu- 
facturers, while still devoting pro- 
duction facilities exclusively to 
war, have already planned peace- 
time products and new methods 
for promoting and selling them. 

All motor car makers expect 
greater sales in the early years 
after total victory than ever be- 
fore. The so-called independents 
—Graham-Paige, Hudson, Nash, 
Packard, Studebaker and Willys- 
Overland—are working out ways 
to get from the “Big Three,” Gen- 
eral Motors, Chrysler and Ford, a 
greater share of the total market. 

ADVERTISING AGE recently wrote 
to top executives of 18 prewar 
passenger car companies to ascer- 
tain, if possible, how their dealer 
discounts and dealer advertising 
allowances will compare with 
1941; what new promotion and 
other facilities they will offer 
dealers; how the size of their 
dealer organizations will compare 
with prewar and the present; how 
they believe their sales will com- 
pare with prewar; what types of 
cars they plan to make, and what 
other products, such as home ap- 
pliances or farm implements, they 
will permit or encourage dealers 
to handle. 


A Variety of Plans 


Most of them were not specific 
in their replies, and some did not 
reply at all. But enough informa- 
tion was submitted to show that 
the industry as a whole is planning 
vigorously and that some com- 
panies, in some ways, are planning 
on much different lines. 

Nash, for example, announces 
that it “will operate on a selective 
basis through fewer dealers with 
more profits per dealer” in mar- 
keting two new Nash cars. 

Nash dealers will total about 
1,500 as compared to 1,600 in De- 
cember, 1941, and about 2,000 at 
an earlier date. Dealer discounts 
will be increased, Nash says, but 
advertising allowance per car will 
remain “about the same.” Present 
and prospective dealers will be of- 
fered “improved and expanded 
parts and service programs,” to- 
gether with new advertising pro- 
grams and sales promotion plans. 

Of the popular priced Nash 
“600” and the Nash Ambassador in 
several body types each, Nash ex- 
pects to sell 250,000 during the 
first year of full production, as 
compared with a prewar figure of 
89,000. Because of its policy of 
more cars for fewer dealers, Nash 
does not encourage dealers to 
handle additional products, prefer- 
ring full-time application of each 
dealership for the sale of automo- 
biles. 


Adopts Direct Dealer Plan 


Dropping distributors for a di- 
rect dealer plan, Studebaker, on 
the other hand, said K. B. Elliott, 
vice-president, expects its dealer 
organization to be expanded “with 
|the expansion of our production 
| volume.” Studebaker also intends 
to raise dealer discounts from the 
former flat 22% on the low-price 
| Champion to 24 to 26%, based on 
|volume. On the middle - price 
Commander line discounts will be 
on a sliding scale of 25 to 27%, 
| compared with a previous maxi- 
|mum of 25%. Studebaker will an- 
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nounce discounts on the higher- 
priced President line later. 


Ad Allowances Cut 


Advertising allowance per car 
on the Champion line will be re- 
duced from $15 to $9, Mr. Elliott 
added, and will be reduced “to a 
somewhat smaller extent on the 
higher priced models. . . 

“Studebaker expects to enter 
the postwar period with 15 to 20% 
fewer dealers than it had in De- 
cember, 1941. . 


“If we may assume that produc- | 
tion is unrestricted by government | 


measures or by material and man- 
power shortages, we should an- 
ticipate the sale of 200,000 to 250,- 
000 cars during the first full year 
of resumed production, or ap- 
proximately double the sales for 
1941. This, of course, is subject 
to many influences. Furthermore, 
Studebaker naturally expects to 
expand its volume beyond those 
figures as postwar production and 
distribution activities get into full 
swing.” 

To its prewar types of machines, 
Studebaker would add _ specialty 
models in the convertible, station 
wagon and sports coupe fields. 


Whether some of the company’s 

rural dealers will continue to 
handle farm implements, he 
|pointed out, “will depend some- 
what on policies adopted by farm 
implement manufacturers. . . Deal- 
ers generally find their interest, 
energies, facilities and even their 
| capital 
|}automobile operations. In many 
| cases dealers are even disinclined 
|to handle tires or other automotive 
|items. The question, however, be- 
|comes more or less of an indi- 
| vidual one.” 
However, Studebaker does 
|“encourage dealers’’ to handle non- 
|automotive products, “providing 
facilities, capital and organization 
are such as to indicate profitable 
results.” Such work “enlarges the 
dealer’s contacts with the public 
and both directly and indirectly 
has had favorable effects upon his 
car sales and service business.” 


Packard Aims at 200,000 


“Long before Pearl Harbor, 
Packard projected production at 
an efficient plant capacity of 200,- 
000 cars annually,” reported Ly- 
man W. Slack, general sales man- 
ager. This company has continued 


fully absorbed by their | 


“to ready an enlarged and im- 
proved dealer body for a greater 
|share in the postwar motor car 
|market—a share nearly double 
any previous Packard ‘high’.” 
Packard has “issued a new and 
\liberalized sales agreement for 
irecontracting the entire dealer 
|body”; has formed a dealer ad- 
visory council and a dealer equi- 
ties board, and is “offering dealers 
unlimited assistance in planning 
their postwar facilities, including 
buildings and service setups.” 


Council Already Functioning 


The dealer advisory council, 
composed of eight representatives, 
meets quarterly with company of- 
| ficials. Council terms of service 
lare rotating, with two members 
|being replaced every six months. 
The council suggested formation 
of the five-man equities board, Mr. 
Slack explained, “to assure addi- 
tional fair play for the dealer.” 
The board reviews proposed dealer 
terminations; studies ‘all facts 
concerning a proposed cancella- 
tion, at the dealer’s request, before 
the termination is completed.” 

Packard’s new sales agreements, 

(Continued on Page 50) 


D ixie spreads over a rich Yankee 
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Courant, the newspaper that covers 


the percentage of local advertising 


placed in fhe Courant. 


Nationally Represented by 
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the entire Hartford area. The Courant 


has been influencing Yankees for over 
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180 years. And in the last four years 


alone, Hartford retailers have doubled 
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B-F Starts Large 
Summer Drive, 
Plus NBC Program 


New York, March 29.—For the 
first time in almost four years, 
Best Foods, Inc., is returning to 
network radio, sponsoring John 
W. Vandercook’s news on 144 NBC 
stations, starting April 21. Pro- 
gram will be heard Saturday, 
5:30-5:45 p.m., EWT. 

The news show will plug Nucoa 
and Shinola, the latter product 
being advertised on 18 NBC out- 
lets in Minnesota, Wisconsin, 
South Dakota and Nebraska, while 
the remaining 126 stations will 
carry commercials for Nucoa. The 
last network show Best Foods 
sponsored was “We the Abbotts,” 
presented on CBS from October, 
1940, through May, 1941. 

At the same time, the company 
announced national newspaper 
and magazine advertising for 
Hellmann’s and Best Foods Real 
mayonnaise to run from May to 
October. Built around the sum- 
mer salad theme and featuring 
home-grown fruit and vegetable 
salads to aid the government Vic- 
tory Garden drive, four-color l,- 
000-line ads will appear in the 
Sunday sections of 16 newspapers 
in leading markets. Color pages 
are also scheduled for four wo- 
men’s and home _ magazines, 
backed up by outdoor posters, car 
ecards in the New York and sub- 
urban areas, and grocery trade 
papers. 

For Best Foods mustard with 
horseradish, the company will use 
regular insertions in Nancy 
Sasser’s ‘“Buy-Lines” shopping 
column in 60 Sunday newspapers, 


--and monthly ads in Good House- 


keeping, Gourmet, The New 
Yorker, Sunset and True Story. 
Copy will headline “Two are Bet- 
ter than One,” calling attention 
to the blend of two flavors. 
Agency for all Best Foods prod- 
ucts is Benton & Bowles. 


Flagstaff Lauds Grocer 


Flagstaff Foods, Perth Amboy, 
N. J., eastern food distributor, is 
running a special newspaper cam- 
paign in its territory, entirely de- 
voted to praising the neighborhood 
grocer and urging customers to 
treat him as a real friend. Weiss 
& Geller, New York, is the agency. 


Bryan Davis Joins TBA 


Bryan Davis Publishing Com- 
pany, New York, publisher of 
Communications and Service, has 
been elected an affiliate member 
of the Television Broadcasters 


i> 


Advertising Age, 


FLUID FiT—Continuing the use of j 
lustrations by Russell Patterson, Vogy 
Foundations, Inc., New York, ha 
launched a 13-week newspaper cam 
paign in 13 key cities, supplemente 
by announcements on six radio station 
Williams Advertising Agency handle 
the account. 


CABI-ALI Merger 
Under One Head 
Appears Imminen 


New York, March 28.—The pros 
pect that the Conference of Alc 
holic Beverage Industries, Ine 
and Allied Liquor Industries, Inc 
may soon merge became mao 
certain when it was learned her 
that another meeting between t 
two organizations probably will } 
held next week. 

This would mark the _ thir 
meeting between the two leadin 
public relations organizations | 
the liquor industry and if the ma 
jor problem of selecting an in 
dividual to head the combined or 
ganizations is solved, the rest \ 
the negotiations can probably | 
completed. 

CABI is the larger group an 
includes all the distilleries wit 
the exception of Schenley Distil 
lers Corporation. Scheniey an 
about 400 wholesalers compris 
the membership of ALI. 


ABP Cancels Meeting 


Associated Business Papers, Nei 
York, has canceled the annu 
spring meeting and will mail prog 
ress reports and a new monthl 
“ABP News Letter” to all mem 
bers. Present officers and commit 
tee members will remain in offic 
until a general membership meet 
ing can be held. 
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There’s only one thing that makes prosperity. 
That’s money. 


There is only one thing that makes money. 
That’s work. 


To have work—enough work for all—we have 
to sell 50 per cent more than we did in our best 
peacetime year. 


And this is the only way to an America of 
lasting prosperity. 


In that picture above, you’re face to face with 
the man who can swing it—the Wage Earner. 
He has the money—now—today. In figures, 
his saved-up billions add up to four times what 
all America had saved back in 1918. 


He’s the new buying power in the land. Short- 
ages have built a huge backlog of buying 
pressure to launch his spending. Combine his 
spending ability and his unfilled wants—and 
you’ve got the raw materials to write off de- 
pression for a generation—perhaps forever. 


Still, it’s up to your advertising—literally to 
raise the standard of living in America a notch 
higher than it’s ever been before. It’s up to 
your advertising to do a new kind of selling 
job—to give these new millions brand new 
tastes, to re-furbish millions of American homes 
inside and out, to set up horizons broader than 
the Wage Earner millions have ever known. 


There is only one way your message can in- 
fluence the most of them best—and the best of 
them — most. It’s in an atmosphere, a setting 
already friendly to them and close to their 
hearts. These millions trust and respect 
Macfadden Publications because they were 
the first to bring them their own lives... their 
own stories .. . their own deepest aspirations 
in magazine form. 


No other magazines reach more of ther. No 
other magazines in America today have greater 
power to influence the Wage Earner millions. 


Advertise to them in Macfadden Publications 
—and you get across to them! 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY - THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 


Reaching One-Half The Wage Earner Magazine Reading Families 
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Swan Signs Davis 
After United Drug 
Gives Up Option 


Cambridge, Mass., March 30.— 
Lever Bros. Company today signed 
a contract with Joan Davis, radio 
comedienne, for a program pro- 
moting Swan soap next fall on 
CBS. 

Late in January United Drug 
Company signed a four-year con- 
tract with Miss Davis (AA, Jan. 


29), but has been unable to clear 
time on either NBC or CBS to 
open the show this fall. This 
week, therefore, United gave up 
its option with the radio star, 
whose contract with her current 
sponsor, Sealtest, Inc., runs out 
in June. 

Lever plans to place the Joan 
Davis show in the Monday eve- 
ning 8:30 p.m., EWT, CBS time 
now filled by “The George Burns 
and Gracie Allen Show.” The lat- 
ter comedy team will probably 
continue for another Lever prod- 
uct at a different time, but no 


decision on this had been reached 
today. Young & Rubicam, New 
York, is the Swan agency. 
United, meanwhile, is still in 
the market for a fall program, N. 
W. Ayer & Son, its agency, re- 
ported. Reports are that the drug 
firm is interested in the Moore- 
Durante show which R. J. Rey- 
nolds Tobacco Company gives up 
for budgetary reasons tonight (AA, 
March 26). Although Campbell 
Soup Company had been rumored 
as the next sponsor for Moore 
and Durante, continuing them on 


CBS, Friday 10-10:30 p.m., EWT, 


that deal also fell through this 
week. William Esty & Co., the 
Reynolds agency which developed 
the show, still has first call on it, 
however, and is expected to reach 
a decision shortly. 


Heads Transit Sales 


James R. Hamilton has been ap- 
pointed vice-president in charge 
of sales of Canadian Street Car 
Advertising Company, Toronto. 
Ernest R. Watt has been appoint- 
ed a vice-president and will con- 
tinue as treasurer. 


S pointed out in a recent survey (The Post-War 
Railway Market for Manufacturers*) prepared 
by the editors of the Railway Age and its three asso- 
ciated publications, it seems a reasonable conclusion 
that annual freight car orders in the immediate post- 
war years should not be less than the 118,000 total 
ordered in 1941. Indeed the average may well be 
considerably more—especially if designs are offered 
by the manufacturers which will show material oper- 
ating economies, compared with standard types now 
in service. 


It is evident that many thousands of freight cars are 
being continved in service much beyond their eco- 
nomic life—beceuse under severe war-time restric- 
tions it has not been possible to replace them. In fact, 
more than 40 per cent of the freight car inventory is 
over 20 years old and fewer than 14 per cent of the 
cars are five years old or less. 


The need for new freight cars in large numbers is 
one illustration of the magnitude of the post-war rail- 
way buying backlog which is piling up throughout 
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the railway plant. It emphasizes the importance of 
establishing a strong sales position in the railway 
market now, through regular business paper adver- 
tising. 


Four Simmons-Boardman railway publications are 
your direct routes to railway sales. These publica- 
tions are highly respected and recognized channels of 
authoritative technical and business information. 
Each publication serves one of the several branches 
of railway activity—each one has a specialized audi- 
ence of key men. The men who recommend, author- 
ize and specify purchases of all types of rolling stock 
for the railroads are the readers of Railway Age and 
Railway Mechanical Engineer. 


*If you have not already received 
your copy, write for this post-war 
booklet ... 


The Post-War 
Railway Market 


for Manufacturers 


Simmons-Boardman Publishing Corp. 


30 Church Street, New York 7, N. Y. 


Terminal Tower, Cleveland 13 
300 Montgomery St., San Francisco 4 
1038 Henry Bidg., Seattle |, Wash. 


105 W. Adams St., Chicago 3 
National Press Bldg., 
Washington 4, D. C. 

530 W. 6th St., Los Angeles 14 
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N. Y., Chicago 
Ad Groups Work 


on Peace Frort 


New York, March 28. —Aqy,, 
tising can perform a Vita! sery, 
by helping to explain the Bret, 
Woods proposal to the public 
simple terms, the Advertig, 
Committee on Public Affairs y, 
told at a meeting here Monday 

The group headed by ‘Ted px 
rick, Compton Advertisine, js « 
voted to bringing easily-ung, 
standable analyses of internatigy, 
agreements and discussions to « 
public, and at its April 23 me 
ing will discuss the San Francis 
conference. : 

Executive secretary of 4, 
group is Stanley Moss, Mog; | 
Arnold Company, and M. L.. Cla 
is treasurer. Headquarters are ; 
140 W. 42nd St., New York 18 

Mr. Patrick is also head of 
volunteer group of advertisiy 
men which will prepare copy 
the campaign of information 
connection with internation: 
agreements which the War Aj 
vertising Council has just begy 
to develop. 


BRORBY DIRECTS PEACE 
WORK IN CHICAGO 


Chicago, March 29. — Mely; 
Brorby, vice-president, Needhay 
Louis & Brorby, has accepte 
chairmanship of the advertisiy 
committee of Build for Peay 
temporary local. organizati 
headed by Elmer T. Steven 
which will attempt to impleme 
the War Advertising Council ed 
cational activities in connecti 
with international affairs on t! 
local front. 

The Build for Peace advertisin 
committee has not yet been con 
pleted, but some newspaper an 
radio copy has already been pre 
pared, and it is planned to r 
lease educational material as so 
as possible. Build for Peace 
an over-all group representin 
diverse political and social vie 
points, described as “A city-wid 
effort to understand the fact 
about the peace for which Chi 
cagoans are fighting.” Donald ! 
Bean, publisher of Educationé 
Screen, is serving as director « 
the general Build for Peace cam 
paign, 


Forms Chicago Agency 


Charles Schlieckert, previous] 
advertising manager of Cook Elec 
tric Company, has been name 
head of a new Chicago agency 
Technographics, Inc., with office 
at 1457 Diversey Pkwy. Specializ 
ing in industrial accounts, its pres 
ent clientele includes Cook Ele 
tric, Woodruff & Edwards, Meta 
Fusion Corporation of America 
Eero Liquids Corporation, Fred W 
Gehrer Company, and Kem-Ston 
Product Company. Roland Fult% 
is vice-president. 


WFEA Replaces WLAW 


Effective June 15, Statio! 
WFEA, Manchester, N. H., 
places Station WLAW, Lawrenet 
Mass., as a CBS affiliate. FEA 
operating on 5000 watts, 1370 ke 
will be a required station for tu 
network discount purposes 


Atlanta Paper Ups Hate 


The Atlania Constitutio, hé 
increased its daily agate line re 
to 30 cents on weekdays «nd * 
cents on Sunday. 


THE DIRECT ROUTE |» 
THE NO. 1 CONSUME® 
OF BUILDING MATERI’ . 
AND EQUIPMER 
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So we put away our 


bugle 


and never blew a note 


HE OTHER DAY our Raymond Gram 

Swing was given the famed George 
Foster Peabody award for his excellence and 
competence as a commentator. A day or two 
before that, “Variety,” top publication in the 
entertainment world, came through with a 
nice citation for one of our ace news-casters, 
George Hicks . . . and old man Temptation 
nearly got us: we came near writing an ad 
about the swell job some of our boys are 
doing on the news front. Felt like bragging 
a little. 

After all, George did make one of the out- 
standing broadcasts of all time on D day and 
was first to broadcast the Rhine crossing. . . 
and our Gordon Frazer was the first radio 
correspondent to cross the bridge . . . and our 
Arthur Feldman was the first to broadcast 
the news of three major landings of the 
Philippines campaign . . . and Raymond 
Swing also got the BBC award (for his job in 
keeping the British people aware of America’s 
war effort) in addition to the Peabody award. 


Temptation Bows Out 
Well, it was quite a temptation. But we 
finally put our bugle away without blowing a 
note. Settled down then to figure out why 
these men (and all our other Blue men up 
front and out at sea) consistently do such a 
dang-up job. Got to thinking that our red- 
hot :nterest in the whole news and informa- 
tion picture might have something to do with 


it. That’s a pretty important part of our 
operation over here, you know. We're doing 
things with news. It’s part of our job to keep 
the public informed. 

We are building some of the soundest news 
policies radio has ever seen, too. 


No Censorship at the Blue 


For example, we face the issue and admit 
that everyone over the age of six is prejudiced 
one way or another. And this fact in itself 
makes it impossible, on the face of it, to over- 
come bias by filtering all the news and com- 
mentaries through one “‘unprejudiced”’ man. 


> That’s silly. No man is smart enough to 
know what the public ought to hear. So, 
having picked men with a sense of respon- 
sibility, we let them say what they feel, 
reviewing their work only for good taste 
and for competent news authority. Then 
we set out to balance these prejudices: a 
commentator with a slant toward the lib- 
eral is balanced off with another more con- 
servative. 

Then we let them ride, with only this 
bit of coaching: ‘‘Get it ali; get it straight; 
get it first, if you can.’’ 


And maybe the fact that the Blue Network 


practices freedom of speech instead of just 
preaching it inspires these men to do a great 
job. 
We Owe This to the U.S. Public 

We trust America. We don’t think our 
people need to be spoon-fed. We think they 
can make smart decisions if they’re given all 
the news, all the information, all the slants. 
And, so far, we can’t see any evidence that 
this is a wrong slant on a public that has 
“come through” during these war years. 


—_ — ————_ 


LET’S TALK ABOUT NEWS: News is a lot of 
things: the first flash over the wire... the foxhole- 
eye view... the interview with the Commanding 
General...the Washington sum-up...the com- 
mentator’s interpretation. 
But most of all, it’s information; it’s the anvil on 
which tomorrow’s public opinion is shaped. 
That’s why the Blue Network does everything 
possible, every day, to keep it— 
Accurate Speedy Varied 
Comprehensive Interesting 


—and our commentators are not muzzled or censored 


A Whisper to Advertisers: A network that’s winning 
acceptance by dealing them straight isn’t a bad one 
to keep in mind! 


AMERICAN BROADCASTING COMPANY, Inc. 
She Blue Network 
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ANPA Pulpwood 
Space by Mid-1945 
to Cost $200,000 . 


New York, March 29.—Adver- 
tising to increase domestic pulp- 
wood production contributed by 
daily newspapers through the 
newspaper pulpwood committee of 
the American Newspaper Publish- 
ers Association will total more 
than $200,000 by midyear, Crans- 
ton Williams, ANPA general man- 
ager, estimated yesterday at a 
press conference here. 

The ANPA committee, under 
the chairmanship of Walter M. 
Dear, inaugurated the U. S. Vic- 
tory Pulpwood Campaign in July, 
1943, and Mr. Williams presented 
a report of its work over the two- 
year period. Adding to the $200,- 


000 ANPA expenditure, $127,140 | 


Mr. Williams reported schedules 


spent by the war activities com-|in every weekly and daily paper 
mittee of the Pulpwood Consum-|now under way in Virginia and 


ing Industries, and $85,485 by in- 
dividual mills and local sponsors, 
the total advertising expenditure 
in the 27 pulpwood producing 
states is $412,625 from 1943 to 
date, the presentation revealed. 

Harold Boeschenstein, deputy 
director of the WPB, in a letter 
reproduced in the ANPA presen- 
tation, said the “paper shortages 
would have been even more criti- 
cal than they are today without 
the aid of the newspaper pulpwood 
committee.” He also gave the 
committee much of the credit for 
the record domestic pulpwood 
production in 1944 when receipts 
were 15,348,664 cords as compared 
to 13,580,540 cords in 1943. 

After reviewing some of ANPA’s 
regional pulpwood promotion 
projects during the past two years, 


North Carolina, with plans for a 
similar campaign, in cooperation 
with the WPB and war activities 
committee, in South Carolina. 


Sterling Drug Sales Up 


Sales during 1944 amounted to 
$68,350,258 compared with $59,- 
394,478 in 1943, according to ten- 
tative figures issued by Sterling 
Drug, Inc., New York. Net prof- 
its were $8,121,161 against earn- 
ings in 1943 of $7,806,313. James 
Hill Jr., president, said the figures 
reflect operations of the Frederick 
Stearns & Co. properties, acquired 
June 30, 1944, for the last half 
of 1944 only, and operations of 
the James F. Ballard, Inc. prop- 
erties, acquired Sept. 28, 1944, for 
the last quarter only. 


|'NRA to Study Equipment 


National Restaurant Association, 
Chicago, will conduct a 90-day 
equipment survey among restau- 
rant operators over the country 
through Business Research Cor- 
poration, Chicago. The association 
will seek detailed information on 
needed improvements in postwar 
restaurant equipment in order of 
importance as well as reactions to 
possible new time and labor-sav- 
ing devices in the restaurant field. 
John Herron of Business Research 
Corporation will conduct the field 
survey and results will be pub- 
licized later. 


Joins Phil Gordon 


Glenn E. Martin, who has been 
with the Chicago office of Comp- 
ton Advertising, has joined the 
copy staff of the Phil Gordon 
Agency, Chicago. 


TO SAVE 
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BE TAKEN 


WASTE 
PAPER 


o.SOGLOW 


PRINTED IN SUPPORT OF THE GOVERNMENT AND WAR ADV ERTISING COUNCIL CAMPAIGN 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK :8,N. Y. 


(The New Yorker offers reprints of this advertisement to anyone who wishes to have them ) 


i 
12 


Advertising Age, Apri! 2. jg 


G. I. Joes Won t 
Want Copy ‘Git’ 
Faust Tells CF 4 


Chicago, March 29.—T!.« ay, 
age G. I. Joe, whose reac 
to civilian life is “un-mys er} 
is likely to pass up any 
“guff” and “hooey” in ad\ rtisip, 


Lt. Comdr. Holman Faust 4 
members of the Chicago F: dera; 
Advertising Club today. 
Comdr. Faust, who receiitly , 
turned as vice-president 0! Mite, 
ell-Faust Advertising Compa 


after spending more thay thy 


years in the Navy, emphasix 
that the GIs have adopted , 
necessity, a realistic outlook 

life. Those whom he contacts 
saw some ads “written by peop, 


who didn’t seem to know wh, 
was going on,” but they apprec; 
ated copy comprised of matter-o; 
fact reporting on merchandis 
and services. They liked mag, 
zines with the ads left in, he saig 
and preferred their radio wit 
commercials—but with “excessij 
hooey” wrung out. 

The agency executive wh 
served as a welfare officer wit) 
headquarters in New Caledonia 
and helped with the job of distr 
buting movies to naval force 
throughout the South Pacific, saj 
the men had learned the re 
necessities, and that people on tt 
islands of that vast area ha 
“sampled” many American prod 
ucts which they may want, pos 
war. Showers, candy and clothe 
including durable shoes, are amon 
the GI necessities, while the by 
“can do without meat,” he sai 


Toronto Club Elects 


The Sales Research Club 
Toronto has elected the followi 
officers: President, Ken E. Ho 
kins, Rapid Grip & Batten Ltd 
lst vice-president, H. Charles Pe 
cock, United Drug Company Ltd 
2nd vice-president, K. C. Dalglish 
Canadian Postage Meters Ltd.; 3r 
vice-president, Percy W. Williams 
Canadian Johns-Manville Ltd 
secretary, Stanley R. Lundy, Rem 
ington-Rand Ltd., and treasuret 
Harold C. Jackson, Underwo 
Elliott Fisher Ltd. 


To Insurance Ad Post 


Donald M. Tudhope, former! 
with the National Life Assurance 
Company of Canada, has been 4 
pointed advertising and prom 
tion manager of the Columbu 
Mutual Life Insurance Compan) 
Columbus, O. 


Koeppe Joins Arndt 


Harold A. Koeppe, recent! 
with Sears, Roebuck & Co., Cl 
cago, has joined John Falkne 
Arndt & Co., Philadelphia, as 4 
count executive. 


Campbell to Hazard 


Murray Campbell, former|y w!' 
Van Sant, Dugdale & Co., Balt 
more, has joined the copy staff 
Hazard Advertising Company, Nef 
York. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVE 


The Register is rat 
7th test market in t 
—2nd in New Englar 
@ minimum cost yc 
urban and suburbe 
lation. 


“Independent Survey of Previ' 
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YOU MAY BE SURPRISED by Page 27 in the 
April issue of a magazine that has become 


a . . 
living partner of two million American 
women each month. 


You would not be surprised if you were 
a regular reader of this influential 
because you would 
publish big things... 


-you would have re 
ad 
Maurice Maeterline 


k and Mrs. Roosevelt 


is Ts Miu America 


HEN the editors of this magazine 
asked me to tell what America means 
to me, I thought I wouldn’t be able 
to express it. America has always signified so much to me that 
it seemed impossible to put it into words. But after I lost my 
stage fright and began analyzing, I realized that my feeling 
about this wonderful land of ours could be stated quite simply. 
To me, America means rich, common sense. It means in- 
curable optimism in the face of disaster. It means a charming 
superficiality which is only a front for deeper, profound 
thought. It means kindliness and generosity and tolerance and 
a sende of fair play. Above all, it means the gift of laughter. 
I like to recall a poem by Arthur Guiterman which to me 
expresses the spirit of America better than anything else. 


My sword is strength, my spear is song, 
With these upon a stubborn field, 

I challenge Falsehood, Fear and Wrong 
But laughter is my shield. 


My husband, Charles MacArthur, once characterized World 
War II as “‘a struggle between those nations that love to laugh 
and those that wouldn’t recognize a good guffaw even if they. 
met it in hell.” And yet America’s gaiety has never deflected 
it from the seriousness of its purpose. ; 

Back in 1940, I was in Washington playing “Victoria 
Regina.” A German friend of ours had never before been to 
the Capitol and was eager to see Congress in session. We took 
him to the Senate chamber and seated ourselves in the gallery. 
An isolationist Senator was delivering a harangue against the 
abolishment of the Neutrality Act. As he spoke, some of his 
colleagues rose from their seats, went out for 
awhile and then sauntered back. We learned 
later that they. had gone out to see the scores 
of the World Series which was then in prog- 
ress. My German friend was shocked. 
“That could never happen in my country,” 
he said. “Leave a law-making chamber to 
listen to baseball scores? That would be 
treason.” 

“You are underestimating the wisdom and 
intelligence of our Congress,” I told him. 
“These senators have already reached a de- 
cision on the Neutrality Act. They know 
exactly what it stands for and how they will 
vote on it.” I tried to explain to him that 
because they were interested in learning the 
baseball scores, it did not mean: that they con- 
sidered them tore important than our laws. 

“Ie is altogether possible,” I added, “that 
this is their way of expressing their dis- 
approval of isolationism.” 


series, 


7 bie feel that you will want to read the 
surring creed of Helen Hayes 


with the pride you feel, 


mag- 
expect it to 


By Helen Hayes 


HELEN HAYES—not only a 
leading American actress, but 
@ leading citizen in her com- 
munity. In Nyack. where she 
makes her home, Helen Hayes 
is a sincere and constant 
fighter for the American ideals. future. 


and i i i 
Fannie Hurst in this same mon 


Our conviction that the whole mag- 
azine every month richly 
“This Is My America” 


ar 
e proud of True Confessions, 


My friend shook his head doubtfully. He 
was not convinced. 

Several days later, I showed him an 
American newspaper. Despite the seeming indifference of our 
legislative body, the Neutrality Act was abolished. The repre- 
sentatives of the American people had come through as usual 
and had chosen wisely. “That,” I said, “is the American way.” 

Every American, I have learned, is self-conscious about 
expressing his patriotism. Like a man who is in love with a 
woman, he feels his sentiment for her, but finds the words diffi- 
cult to say. But deep down in his heart, every American loves 
his country and what it stands for. In its short history, America 
has fought many wars, all of them for freedom, both for itself 
and its fellow-nations. In my current play, “Harriet,” there 
is a passage written by Harriet Beecher Stowe which embodies 
the very spirit of our country: 

Liberty! Electric word! Why, men and women of America, 
does your heart's blood thrill at the word for which your fathers 
bled? What is freedom to a nation, but freedom to the in- 
dividuals in it? It is the right of a man to be a man and not a 
brute; the right to protect and educate his children; the right 
to a home—a religion—and a character of his own, unsubject 
to the will of another. 

There are alarmists who contend that the spirit of that 
passage has dimmed. There are those who insist that we are 
in for a period of “isms,” that, “We won’t recognize this 
country in ten years.” There are many who insist our soldiers 
will come home crippled, embittered, their faith in their 
country shattered. They said all that after the last war. They 
probably said it too, after the Revolutionary and Civil and 
Spanish-American wars. They are the pessimists, the dour 
minority of so-called prophets who fail to 
remember the sound common sense and 
cheerfulness of our nation as a whole. 

Recently, I visited the Walter Reed 
Hospital in Washington. A veteran of this 
war lay in a bed, a cast on his legs up to his 
hip. He was told he might never walk again. 

"I got this flying an old crate,” he told 
me. “It was early in the war and we weren’t 
ready. I knew the plane would fall apart, 
but that didn’t trouble me. If I got killed, 
there would be others flying in better planes. 
American doctors are tops in their pro- 
fession. They'll fix me up. I’ll be on my feet 
again, and if I’m not, then I'll get along just 
the same.” He looked down at the cast. “It 
was worth it. Freedom is worth everything.” 

Not a word of regret, or fear or bitterness. 
Multiply that boy’s spirit by the thousands; 
and one need have no fear about America’s 
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Kiss to Address Adclub 


Guest speaker at the April 3 
meeting of the Chicago Advertis- 
ing Managers Club will be J. 
Archer Kiss, director of plans and 
marketing of the Phil Gordon 
Agency, Chicago, who will talk 
on “People Are Human Beings— 
Not Guinea Pigs.” Lynn A. Say- 
lor, advertising and sales promc- 
tion manager of Certain-teed 
Products Corporation, is chairman 
of the meeting to be held at the 
Merchandise Mart. 


The source of daily 
business news... 
the preference of 
management men 
in the greatest 
industrial area... 
the central west. 


Chicago 
ournal of 
Commerce 


Bus Association 
Using New Themes 
in Larger Drive 


Washington, March 28.—Na- 
tional Association of Motor Bus 
Operators, which last year spent 
about $137,000 for space in six 
national magazines, this year steps 
up its campaign with schedules 
calling for full-page, four-color 
insertions in 12 magazines. 

The group is comprised of more 
than 100 intercity bus companies, 
the largest in the field, most of 
which, including Greyhound com- 
panies, contribute on a sliding 
scale, according to revenues, for 
the series. Originally formed in 
1931, it first began advertising in 
1942. 

A large part of the campaign 
has been devoted to the “Don’t 
travel unless it’s necessary” theme, 
and to other war effort appeals 
such as war bond sales, enlist- 
ments in the armed forces, etc. 


These, of course, have also been 
stressed in the larger campaigns 
of Greyhound Lines (AA, Feb. 
12), as well as by the Association 
of American Railroads and Air 
Transport Association. The AAR, 
incidentally, has an annual budget 
of about $550,000 for its maga- 
zine advertising, and ATA last 
year spent about $440,000 in maga- 
zines. 


Appeases New Patrons 


Like the rival transportation 
groups, the bus operators’ associa- 
tion is increasing the number of 
ads of an “appeasement” nature. 
One of the chief purposes of the 
campaign is to satisfy wartime 
passengers, many of whom are 
new patrons of bus lines and 
who get a lasting unfavorable 
impression of bus travel because 
of the wellworn condition of some 
buses, rest stop facilities, etc. Ads 
dealing with this carry friendly, 
explanatory copy pointing out the 
difficulties under which buses must 
operate and holding out the prom- 
ise of vastly improved service 
after the war. 

As to postwar improvements, 
ads occasionally emphasize im- 
provements coming in bus design, 


in highway development, in mod- 
ern new terminals, and in driving 
schedules. Although all of the ads 
picture buses, none is shown in 
such a way as to associate the ad 
with any of the many competing 
lines which pay (on a sliding scale 
according to revenue) for the 
series. 

In the past three years, the as- 
sociation has sought through -the 
ads to point out in a general way 
the industry’s contribution to the 
war effort, the legitimacy of its 
claim for equipment, that its use 
of the highways is not too great 
in proportion to the amount of 
taxes it pays for highway main- 
tenance, etc. 

The current advertisement, 
headed “A World of Change Be- 
tween Two World Wars,” points 
out that intercity buses, which 
have carried nearly two billion 
passengers since Dec. 7, 1941, have 
relieved other, older forms of 
— of a lot of the wartime 
load. 


New Themes Ready 


These themes will continue to 
feature forthcoming ads this year. 
In addition, the association will 
advertise its readiness to handle 
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First to pitch in on the cutting of a jungle trail—the filling of a bomb crater— 


the cleaning of a rubble-filled street. 


That has been the role of the “Caterpillar” Diesel Tractor ever since the 


war began. It continues the big jobs started in peace. 


Caterpillar Tractor Co., maker of “Caterpillar” Diesel Engines, Tractors, 


Motor Graders and Earthmoving Equipment, has been our client for 16 years. 


N. W. AYER & SON, INC. 


Philadelphia, New York, Chicago, Detroit, San Franciseo, Hollywood, Beston, Honolulu, London 


i2 yr 3 


Advertising Age, April 2, 19459 


EASY RECOGNITION—That's the do. 
scription Duffy-Mott Co., New Yor 
gives to dealers for the new yelloy 
and brown labels adorning Mott prog. 
ucts. Labels for the apple product 
feature the bright red fruit, and th 
Sunsweet prune juice label is a tawny 
[yellow. Newly-appointed agency js 
Young & Rubicam. 


discharged servicemen in the (¢e. 
mobilization period, the job oppor. 
tunities it offers ex-servicemen, jt; 
ability to handle the wartim 
backlog in pent-up vacation trav 
demand, need for easing state re. 
strictions as to bus sizes, etc. 

The 1945 schedule calls fo 
about 50 insertions in American 
Legion, American Magazine, By 
Transportation, Business Week 
Collier’s, Farm Journal and Farm. 
er’s Wife, Highway Traveler, Lib. 
erty, Life, The Saturday Evenin 
Post, Trailways and U. S. News. 

Beaumont & Hohman, Chicago 
handles the account. 


Burgoyne Reorganizes 
Grocery Index 


John Burgoyne Jr., assistant re- 
search director of Leo Burnet 
Company, Chicago, who formerly 
operated the Burgoyne Grocery 
Index in Cincinnati from 1940-44, 
is reopening the research service 
in Chicago with offices at 120 §. 
La Salle St. 

Associated with him will be 
Thomas P. Golden, formerly on 
the research staff of Dancer-Fitz- 
gerald-Sample, and J. H. Reth- 
meyer, former district sales man- 
ager of Dayton Spice Mills 
Company. The service will audit 
sales of grocery products and pro- 
vide monthly reports on move- 
ments of brand products in par- 
ticular cities. 


Council Adds 2 Members 
to Radio Committee 


Harry Ackerman, vice-president 
in charge of programs of Youn 
& Rubicam, and Lewis H. Titter 
ton, radio director of Compton 
Advertising, have been name( 
members of the radio advis0} 
committee of the War Advertising 
Council, bringing that group’s t0 
tal membership to ten. 

Other members of the volunteer 
committee are John A. Carter ant 
A. K. Spencer, J. Walter Thomp- 
son Co.; William Fricks, McCant- 
Erickson; Arthur Pryor Jr. 
ten, Barton, Durstine & Os! 
Walter Craig, Benton & Bowe 
John Mullen and Chester 
Cracken, Doherty, Clifford & Shen- 
field, and Herald Beckjorden, % 
the Four A’s. 


“I can even remember 
automobiles were adi 


over WFDF Flint.” 
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ithe de AERO DIGEST believes that avy magazine that c/aims 
1D OpPor- ’ 
come editorial superiority should be able to prove that claim. 
th ge, Otherwise the “claim” becomes a subterfuge. It is proof— 
etc. . : 
alls for and proof only —that establishes fact. 
American 
une, Bus 
} Week, 
tg The fact of AERO DIGEST’s editorial superiority has 
Ev in ° . ° . 
Hews | been established again by The Royal Aeronautical Society 
Chicago ; ‘ F 
of London—an unbiased and unquestioned authority — 
| whose membership embraces the world’s leading aero- 
izes ‘ ; 
nautical engineers. To them, each month, the Society 
4 ae sends a list of the most authentic articles appearing in 
as American aeronautical journals. Of such articles in 1944 
1940-44 
h service 
at 120 §, 
325 were from AERO DIGEST 
will be 
ly on 
cer- Fitz 199 were from paper #2 
H. Reth- 
Po eae 99 were from paper #3 
vill audit 
and pro- 
n move- ° . yrmeon: 
- in par Thus, se/ected articles from AERO DIGEST exceeded those 
from paper #2 by 126 and those from paper #3 by 226. 
>mbers 
president Definite proof of AERO DIGEST?’s claim to editorial supertority 
of Young ie 
1, Titer: 
Compton 
l namet 
advisor] 
lvertising —_— ; p ; 
‘oup’s te America’s Premier Aeronautical Magazine 
volunteer 
arter ane 
. TI omp- 
McCant- 
Jr., Bat 
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4 & Shen 515 Madison Avenue, New York 22 
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Rename Agency 


Ralph L. Wolfe & Associates, 
Detroit agency, has readopted its 
former name and added that of 
Albert D. Conkey, vice-president, 
to be known as Wolfe-Jickling- 
Dow & Conkey, Inc. Organization 
of the agency remains unchanged. 


Simon Joins WIND 

Arthur Simon, general manager 
of WPEN, Philadelphia, for the 
past seven years, has joined 
WIND, Chicago, as general assist- 
ant to Ralph L. Atlass, president. 


Exide Ads Seek 


Dealer Pledges 


| 


| Philadelphia, March 28.—Elec- 
| tric Storage Battery Company, 
maker of Exide batteries, has 
launched a dealer pledge cam- 
paign as a means of helping to 
meet the lead shortage and its ef- 
fect on battery production. 
Under the new plan, Exide deal- 
ers will sign a pledge to continue 
to exert all possible efforts through 
battery service to help car owners 
get the maximum service from 


CHURCH PROPERTY ADMINISTRATION 


Published Bi-monthly since 1936 at Milwaukee, Wis. Devoted 
te the Design, Construction, Maintenance and Furnishing of 
Catholic churches, schools and institutional buildings. 


their batteries. The company has | 
urged dealers to increase their ef- | 


| forts to help conserve batteries. 


Dealers have been informed that | 
the pledge campaign will be 
backed by extensive national ad- 
vertising. Geare-Marston, Inc., 
handles the account. 


Magazine. Account Placed 


Nation’s Business, New York, 
has placed its newspaper adver- 
tising with Albert Frank-Guenther 
Law, Inc., New York. Newspapers 
throughout the country are being 
used. J. M. Hickerson, Inc., New 
York, handles the publication’s 
magazine advertising. 


Bell Foods to K&E 


Bell Food Products Company, 
Los Angeles, has appointed Ken- 
yon & Eckhardt, New York, to 


handle advertising. 


Deals in Foods, 
Drugs Can’t be 
‘Free, FTC Says 


Washington, March 28.— The 
food and drug trades had full no- 
tice from the FTC today that the 
word “Free” is in disrepute when 
it comes to describing “deals” in 
which one or more items are given 
as a bonus with the purchase of a 
stated quantity of goods. 

Previously on the _ borderline 
among the uses of “Free” that have 
come in for attention from the 
commission, use of the word to de- 
scribe food and drug deals had 
been defended by the trade as an 
accepted business practice. 

The commission, on the other 
hand, holds that the word “Free” 
cannot be used because the goods 


manufacturers. 


UPER SERVICE 
STATION Magazine reaches 
more than 56,000 men... who 


think of themselves, buy and sell 


as super service station operators. 


No matter what anyone else thinks, automotive 
super service station owners know they are super 
service station operators. They think and act accord- 
ingly .. . These owners have learned to look to 
their own magazine for information on what to sell 
as well as how to sell it. They recognize SUPER 
SERVICE STATION Magazine as being as much 
a part of the industry as the operators themselves. 

SUPER SERVICE STATION Magazine is stand- 
ard 7” x 10” size, and is published monthly. Its ad- 
vertising index is the largest in the field and reads 
like the Blue Book of automotive after-market 


THE IRVING-CLOUD PUBLISHING COMPANY 


. 420 Lexington Ave., New York City 17 
Leader Building, Cleveland 14 


Also publishers of JOBBER TOPICS, the Number One book for automotive jobbers. 


435 North Michigan Ave., Chicago l1.. 
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described as free are not giver. 


a gratuity and their cx 


t is jn 


cluded in the amount which ¢ 
purchaser pays for the  ombj,. 
tion. 

When the clean-up 0: “Pp, 
first got under way las fay 
spokesman for the FTC hag jpg: 
cated that accepted trade uses , 
“Free” to describe combination 
fers would be by-passec Lat, 
this was denied. , 

Waft Signs Stipulation 

The denial was substan? ateg ; 
day when the commission » 
nounced that it had obtaineg 
stipulation from Waft Prodyg 
Distributors, Inc., Springfield, 7 


to revise wording used in desey} 
ing combination offers for a 4 
odorant called Waft and a da 
druff preparation called Sebrone 


According to the FTC statemeiil 
the firm advertised its products jy 


means of a price list containing 
“free deal” offer under which 
purportedly gave one or more 
the bottles to those purchasing 
stated quantity of the prepar, 
tions. The stipulation said th 
“goods described as free are y 
given as a gratuity but are par 
of combination offers for the prig 
indicated on the price list, the 
costs being included in the amoy 
which the purchaser is required { 
pay.” 
No Strings Attached 


First FTC actions on “Free” 
plied only to a group of old stipy 
lations, 
small mail order premiums. Atti 
time, commission officials warn 


that strict regulation of the woul 


would be extended to other fiel 
to prevent misrepresentation (Aj 
Dec. 25). 

The FTC position is simply th 
nothing is “Free” so long as ay 
strings are attached to the offe 
To satisfy FTC requirements, 
free offer must be available to 2 
comers merely for the asking. 


te the West in he lo 
_Aabeateans aad ys 


¥ 
Pl 
Sell 


— ap erly eee cs 5 
ADIO STATION WO 
OMAHA, NEBRAS 
JOHN J. GILLIN, JR., PR 
JOHN BLAIR & CO., REPRE 


concerned mostly wil 


—_—— _ 
| —_—_———— ai 
| | | Pi 
: | i 
| | 
i 
=. - : — . 
_- aes | 
| ae | \ 
' ) WY — » 
wa" QZ NOG ¢ Hi 
wtN 2 
4 } Uh ae KK 
Riv 
‘ 
a7, 0 W47 
‘ull 8 pi BN 7 
~— ie S 
Cie i 
: N “eb lished 197? ; th 
=! q 1e) 
ees ——_—— seein ee an 
RAS MUSAEN Oil CO ee ae nr er = \>*N BC 
i ee ¥ : 
‘Oa eee : E am Ae. _ : I 
bs Lahore U4) csc I le 2 BES EN eS I 
SUPER SERVICE STATION Qegape ‘en 4% 
Cae dt | Wa Ttagazime  * 7s 
| a a i  -  S ; an ff 
ee ra 


Foe 


Or “Bry 
fall, 4 
ad ing 

de uses 
ination of 


ec Later 


lation 


int ated t 
1ssion an 
obtained 
t = Produ 
gfield, J 
in deserj 


roducts yy 
ontaining j 
r which 
Or more 
irchasing 
e prepara 
- said th 

‘ee are ny 
t are par 
r the pricgim 
» list, the 
the amou 
required { 


ched 


“Free” ap a 
f old stipiia 

ostly wif 
ims. Atti 
als warn 
f the woul 
other field 
tation (Aj 


. ita = 


simply th 


SP) ()hen far off places beckon ag 


and strange routes are planned and studied 
once more, $43,670,000 will be spent for 
recreational travel by United States News 
subscriber-families. Add $101,888,000 
earmarked for business travel, and you 
get a pretty good picture of the living 
standard of the top stratum of America’s 
No. { Quality market ........ 


srvice to 


a teners 


The United States News is unmatched 
both as a medium for advertising prod- 
ucts purchased by industrial companies 
as well as for merchandise and services 


ST-WAR TRAVEL PLANS 
purchased for personal use. Why?... 


these prosperous men and 


len shape up like this 


in. & te 23.8% Because it is the only magazine in 


a ae 17.8 the country devoted entirely to the (200,000 GUARANTEE) 
uth — Central America. 16.4 one subject most important to im- ‘ne Wines ain te 


PNM eee eee eee ees 15.2 portant people—the kind of people 


lask 113 v those who O. K. both 
aiken sonia Mania who like to travel—the kind of people 


mith Seas, Australia corporate and family buying 
as, Aus ° . P 5 

| ' . whose wide interests force them to travel. 

and New Zealand...... 5.4 ‘ 

side: king in a lot of foreign terri- Daniel W. Ashle1 

{ plan vaests covering every 80°) read it at home... 90°) read it from cover-to- lice President in Charge of Advertising 
In Union and the District of ae : . 

pmb} cover... Devoted 100 ¢ to news of national affairs. 30 Rockefeller Plaza, New York 20, N.Y. 


®-. Read by 1000000 men & women on Quality Street. 23)” 
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Postal Rate Increases 


The National Council on Busi- 
ness Mail and other business 
organizations have shown con- 
cern over proposals of the Post 
Office Department to increase 
rates of postage. Thus far the 
proposals have been limited to 
fourth class mail, but other classi- 
ficatons will probably be included 
in the department’s program as 
well. The changes in rates which 
have been presented to the House 
post office committee are based on 
a cost ascertainment program re- 
cently completed by the Post 
Office. 

No group of mail users that we 
know of expects to get service for 
less than cost, but an equitable 
distribution of costs for the serv- 
ice as a whole is necessary in 
order to determine what rates, if 
any, should be increased. The 
present large volume of business 
in the Post Office Department has 


* put this important national service 


on a profitable basis, whereas for 
many years it regularly showed 
operating deficits. At that time 
users of the fourth- and second- 
class mailing privileges were reg- 
ularly accused of accepting sub- 
sidies at the expense of the pub- 
lic, but when the services as a 
whole are well in the black, it is 
probable that all are contributing 
their share of the revenues neces- 
sary to keep the Post Office on a 


self-supporting basis. 

It is certainly true that second- 
class mail stimulates the volume 
of profitable first-class business, 
and the same is true of both third- 
and fourth-class mail. Parcel post 
was established in the beginning 
as an aid to rural buyers, and 
while it is used by all classes of 
business and the public, it is very 
likely that a substantial increase 
in fourth-class rates would be un- 
popular with farmers as well as 
other groups. 

One of.the considerations which 
ought to be kept in mind in any 
discussion of postal rates is that 
the Post Office Department does 
not have a monopoly in the dis- 
tribution of communications and 
merchandise. There are various 
alternate methods of handling the 
sort of business which we are ac- 
customed to entrust for the most 
part to the Post Office, and many 
cf them are already being used. 

It would serve a useful purpose 
for the Post Office Department to 
announce its program, and to in- 
dicate just what it would like to 
accomplish in the way of rate 
changes, and what results it would 
hope to achieve. The service is 
so important to business that it is 
highly desirable to have the full 
story, and to consider rate adjust- 
ments on an over-all basis, rather 
than one classification at a time. 


Some Unused Book Paper 


In view of the extremely diffi- 
cult position in which manufac- 
turers of pulp and paper and their 
customers find themselves, it 
would be extremely helpful to 
users of book paper to be able to 
dispose of heavier weights which 
are available, without penalty. The 
tonnage of paper in this classifica- 
tion not now being used has not 
been definitely ascertained, but it 
is undoubtedly considerable. Many 
publishers and other important 
paper users who found themselves 
with reduced allocations substi- 
tuted lighter weights in order to 


maintain as full service as pos- 
sible, and the heavier paper 
already on hand has not been 


used, in many instances. 

It has been proposed, now that 
mills will have great difficulty in 
supplying their customers on any- 
thing like the basis which has 
been followed in the past fifteen 
months, to permit 
use up stocks of paper heavier 


| 


publishers to} 


than that now in use, and to figure 
consumption on the basis of cur- 
rent weights. With proper limita- 
tions on the volume so to be used, 
and on the reports to be made of 
this usage, such a method would 
be a common-sense way to use up 
paper tonnage that might other- 
wise lie idle. 

The War Production Board may 
have some reservations regarding 
giving publishers and other book 
paper consumers authority to em- 
ploy a device of this kind, for fear 


'that it might be abused, but it 


should be possible to grant author- 
ity to utilize excess stocks of this 
character under such restrictions 
as to prevent improper advantage 
being taken by any user. The im- 
portant fact is that there is a con- 
siderable tonnage of overweight 
paper available in many parts of 
the country, and it seems the bet- 
ter part of wisdom to find a way to 
use i: without imposing a penalty 
on consumers. 


| 
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Trade Barriers 

Although the little booklet which 
Robert J. Goode, executive vice- 
president of the Motor Vehicle As- 
sociation of Alabama has just 
written on state trade barriers, is 
undoubtedly biased in the sense 
that Mr. Goode is pleading a cause, 
we think many national and sec- 
tional marketers will find much 
food for thought in it. A good 
deal of his discussion, naturally, 
revolves around restrictions on 
trucks and trucking, but anyone 
who sells or moves merchandise 
across state lines will find this 
brief discussion of the Balkaniza- 
tion of America interesting. Copies 
are available without charge from 
Mr. Goode, at 224 Comer building, 
Birmingham, Ala. 


Newspaper Color 

For some reason that your Ad- 
libber finds hard to explain, the 
full-color ‘“‘vegetable basket’ illus- 
tration which the Omaha World- 
Herald ran in 3-column size on 
the front page of its March 19 
issue seems like the most intri- 
guing color illustration which has 
ever run in letterpress in a news- 
paper. The illustration was part 
of an editorial promotion on vic- 
tory gardens, and it depicts fruits 
and vegetables spilling out of a 
bushel basket. It’s not gallery art 
by any means, but the intensity of 
the color, the register, etc., seem 
more impressive than any other 
newspaper color we’ve ever seen, 
especially in editorial pages. And 
its appearance gives a clue to what 
we may expect in newspapers be- 
fore many more years have passed. 


Jottings 

Western Family, distributed 
through 1,000 southern California 
grocers, is exciting its grocer-dis- 
tributors with a booklet called 
“The Art of Loving Customers.” 
It’s a sales story, of course, for 
Western Family, but the text is 
breezy, to say the least, and the 
illustrations are somewhat moreso. 
They consist of Earl] Carroll beau- 
ties, sketched from life by Will 
White, the magazine’s art director. 

Proving anew that there are 
numerous unusual ways to build 
a successful business, Ecusta Paper 
Corporation, Pisgah Forest, N. C., 
has issued an attractive book cele- 
brating the fifth anniversary “of a 
new American industry.” “On the 
very day that war broke out in 


Europe—Sept. 1. 1939—the Ecusta 
Paper Corporation completed its 
first commercial order of cigaret 
paper,” the company points out. 
“Today it furnishes the majority 
of all cigaret paper used by Amer- 
ican cigaret manufacturers.” . . 

And what could be more ap- 
propriate than to follow this item 
with the ad which Dal Wyant of 
WHEB, Portsmouth, N. H., sent us 
from the Rochester Courier. With 
Spartan simplicity, it says: “NO 
MORE TOBACCO. Starting today, 
this store will discontinue the sale 
of tobacco to protect my clerks 
and myself from further criticism. 
Lightbody Drug Company.” . . 

Another good exposition of the 
principles of good employe rela- 
tions has been put into a vest- 
pocket booklet written by Jack 
Staehle, director of industrial re- 
lations at Aldens Chicago Mail 
Order Company. You can get 
“Success Thru Leadership” for the 
asking from the company, at 511 
S. Paulina St., Chicago. . . 

Blackhawk Mfg. Company, Mil- 
waukee, is distributing a new edi- 
tion of its pocket railroad guides, 
giving the combined Chicago-Mil- 
waukee railroad schedules of the 
Northwestern and the Milwaukee 
roads—for the benefit of “friends 
of Blackhawk,” which we under- 
stand includes all those who would 
like to sell something to Black- 
hawk... 

Latest time saving device for 
hurried New Yorkers is a capsule 
newsdigest culled from the news 
broadcasts of WOV, New York. 
The “newspaper,” a one-page bul- 
letin, hits the tables in Childs and 
other restaurants in the midtown 
area promptly at noon, five times 
a week. The _ sheet promotes 
WOV newcasts and carries a box 
plugging two WOV commentators. 

Maybe all advertisers get the 
regular War Advertising Council 
bulletins, but anyway, Federal Ad- 
vertising Agency, New York, in its 
monthly “Federal Commentator,” 
lists these war themes “you can 
feel 98% safe in backing—even six 
months from now—no matter 
what happens in Europe:” Eco- 
nomic stabilization, war bonds, 
security of war information, stop 
accidents, V-mail, planned spend- 


ing and saving, veterans’ assets 
and readjustment, fat salvage, 
nutrition, forest conservation, 


paper conservation and salvage... 
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The following documen: 
be secured without charg 


companies sponsoring then, 9 
through ADVERTISING AGE, }y any 
national advertiser or advertisin, 
agency executive writing on hj 
business letterhead. 
No, 2490. Parents’ Magazin.’s Ay. 
nual Report to Advertisers. 
A record of its advertising 
January-December, 1944, has beer 


issued by Parents’ Magazine jy 
this report, which includes a table 
showing total pages of advertising 
carried by leading monthlies, 1944 
and 1943, and a _ breakdown of 
products by classifications, with 
the number of pages and number 
of advertisers in each group. 


No. 2491. Cosmetic Usage and 
Brand Preference. 


Hillman Women’s Group has is- 
sued this report of a survey of the 
use and brand preference of toi- 
letry items by readers of Real Ro- 
mances, Movieland and Rea 
Story. A specimen of the ques- 
tionnaire is included, and the re- 
port contains detailed tabulation; 
of the findings. 


No. 2492. This Changing America 

Major social and economic 
changes that have taken place in 
this country from the beginning of 
the century to the middle of 1944 
are discussed in this booklet, is- 
sued by Macfadden Publications 
Population changes, movement of 
families by income levels, employ- 
ment and the labor force are some 
of the subjects covered. 


No. 2454. The Spokane Market. 


This profusely - illustrated mar- 
ket study, issued by the Spokes- 
man - Review and Spokane Daily 
Chronicle, contains a wealth of in- 
formation about the Spokane area 
—its wartime developments, agri- 
cultural and livestock outlook and 
sources of income, with data on 
population, housing, retail sales 
and wholesale distribution. Other 
sections of the book describe the 
newspapers’ editorial setup, circu- 
lation and advertising record. 


No. 2471. Fact Finders’ 
Annual Report to You. 


The New York Post has issued 
its second annual report covering 
interviews with active shoppers 2 
Fifth Ave., Brooklyn, 34th St. ane 
miscellaneous stores. Percentagé 
figures in the report show where 
thes people live, and their ages 
with following pages devoted * 
their reading habits—where morn- 
ing and evening newspaper read 
ers live, by boroughs, and mor 
ing and evening coverage of New 
York newspapers by age /roups 
How morning and evening paper 
duplicate each other is show, 2% 
all of this information is presente? 
opposite to comparable 1943 fi% 
ures, 


No. 2479. Sinbad the Sultc 


Another statistical stor) 
lighter vein is this readers’.p t 
port issued by Boot & Si" 


Second 


corder. Following a fable «dou! 
Sinbad the Sultan, great :reé 
great-grandson of Sinbad th >@* 
or, the booklet tabulates | = 


ages of preference for B&S! 
department store shoe buy 


Noo. 2413. 
vey. 
The Pittsburgh Press, in 
ation with Duquesne Lig! 
pany, reports, in this broc! 
answers, opinions and pre! ‘“"" 
of Pittsburgh housewive ore 
home appliances. The © ‘© 
covers radio sets — ow 
brands, condition, preferré 
and so on, and similar tal 
of answers for major an 
electrical appliances, 


Home Appliai 
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... Like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


APPY HUNTING GROUND for live advertisers. That's California's 
amazing Valley of the Bees—the great 500-mile-inland basin 
that is a major California market in itself. 

Here is more population than you'll find in Cleveland or Pitts- 
burgh or Washington, D. C. And these Valley people have an 
effective buying income of a billion and a half dollars.* 

Per capita food sales in the Valley of the Bees are 38°/, above 
the national average ... top New York's ... Chicago's .. . Phila- 
delphia’s. The Valley’s drug store dollar sales total higher than 
those of Boston.* 

Want the key to open the trading door to this fabulous area? 
Use on-the-ground newspapers. Put The Sacramento Bee, The 
Moc esto Bee and The Fresno Bee on your schedule. Each of these 
thre: McClatchy newspapers is a daily habit with most of the 
Prosperous people in its respective area. 


N°CLATCHY | 2} ) NEWSPAPERS 


National representatives ...O'MARA & ORMSBEE, INC. 


New York + los Angeles + Detroit + Chicago + San Francisco 


\ . — 
>< For you who thrive on statistics, 
here’s what Sales Management's 1944 Copyrighted Survey shows 


V The Valley of the Bees has 1,220,000 people. 
15.39% of the State's total. More popula- 
tion than Baltimore or Cleveland. 


/ ¥ fffective Buying Income in the Valley of 
the Bees is $1,472,207,605. That's more 
than the total urban EBI in 30 of the na- 
tion’s 48 states. 


¥ Retail sales in the Valley totaled $774,155,- 
960. Only five cities in the entire country 
exceeded that figure. The Vailey ranks right 
next to Philadelphia and Los Angeles — 
ahead of such markets as Boston, Wash- 
ington, D. C., Pittsburgh, San Francisco 
and Cleveland. 


¥ And the three McClatchy Bees dominate in 
Valley trading areas where live 83% of all 
those people ... where 81% of all that EBI 
is concentrated ... where 88% of all those 
retail sales are made. 


ABC coverage of 88% in metropolitan 
In 14-county area, more than 
ouble circulation of nearest competitor 


ABC coverage of 91% in city zone; 
« 57° of trading area 


ABC coverage of 90% in city 
zone; 50° in trading area 
largest circulation of any news 
* paper between San Francisco 
and Los Angeles 
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Resigns De-Jur Account 
Shappe - Wilkes Advertising 


Agency. New York, has resigned 
the account of De-Jur Amsco Cor- 
poration, Long Island City, N. Y., 
maker of electrical indicating in- 
struments, to accommodate Marion 
Electrical Instrument Company, 
Manchester, N. H., maker of sim- 
ilar instruments. Media for Ma- 
rion will include technical, dealer 
and jobber publications. 


Heads G-E Blanket Sales 


James E. McCarthy has been ap- 
pointed sales manager of the auto- 
matic blanket section of General 
Electric Company, Schenectady. 


War Effort Ads in 
Dailies for 44 
Hit $50,000,000 


New York, March 29.—War 
projects which received almost $1,- 
000,000 worth of war-theme adver- 
tising weekly during 1944, with 
Red Cross, waste paper salvage, 
National War Fund, “Don’t Tele- 
tional War Fund, “Don’t Tele- 
phone,” and armed forces recruit- 
ing following in that order, reports 
the Bureau of Advertising, ANPA, 
in a new booklet, ‘“Democracy’s 
Indispensable Homefront Weapon.” 
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AOVERTISING 


J. J. 
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BAY STREET 


TORONTO MONTREAL 
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MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


The Bureau reveals that war- 
effort advertising in U. S. news- 
papers in 1944 added up to more 
than 1,555,000 individual ads, or 
space valued at nearly $50,000,000. 
For each of 40 war projects, the 
booklet records the volume and 
dollar value of newspaper adver- 
tising during 1944, and for each 
project except war bonds, it shows 
how much was placed by national 
or local advertisers, and percent- 
age of paid or donated space. Data 
on war bond ads are not available, 
says the Bureau, since the princi- 
pal source of these figures is a 
special report of the Advertising 
Checking Bureau for the Treas- 
ury, which includes no_ such 
breakdown. 

Aside from war bond advertis- 
ing, $10,187,731 of the 1944 grand 
total was placed by local adver- 
tisers, $11,794,633 by national ad- 
vertisers outside of the govern- 


ment, and $1,771,419 by the gov- 
ernment (all for recruiting). 

Newspapers donated to these 
causes, other than war bonds, ad 
space figured at $2,649,297. The 
Bureau points to the war contri- 
butions of advertisers in all 
media, stating that the “over-all 
result (is that) no one has been 
able to turn the pages of a news- 
paper or magazine or listen to 
the radio or look at a row of 
poster-boards without having 
driven home to him some impor- 
tant message aimed at the win- 
ning of the war.” 

Newspaper advertising support 
for war bonds (1,100,821 ads) was 
valued at $23,117,018, the Bureau 
reports; Red Cross support was 
figured at $2,927,012, and waste 
paper salvage totaled $2,840,044, of 
which $1,271,039 represented space 
donated by newspapers, $1,009,272 
space bought by national adver- 
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OUTDOOR ADVERTISING 


wat 1 
WITH THE MASS MARKET AND MASS BUYING 
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1ES-IN YOUR PRODUCT 


INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR INDUSTRY 
6@ EAST 42nd STREET, NEW YORK 17 
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Advertising Age, Apri! 2, 1g 


God is my Co-Pilot 
« Cerner Bertlicra Epic Rating 
f plist fing men and 
Tha; tact healed R40, 


PIX PLUGGED — Curtiss-Wright ran 
this ad in two New York papers % 
herald the opening of Warner Bro 
picture, "God Is My Co-Pilot." Othe 
ads in the series will appear in Sunday 
issues of newspapers in key cities ang 
in cities where C-W plants are located 
McCann-Erickson, New York, is th 

agency. 


tisers, and $559,733 space cop 
tributed by local advertisers, 
National War Fund receive 
$2,359,427 worth of newspaper a 
support; “Don’t Telephone,” $2 
223,129; and armed forces recruit 
ing (not including space bough 
by the government itself), $2,149, 
929. The government’s own ra 
cruiting advertising came to $1) 
192,000 for WAC recruiting, $538! 
000 for other Army recruitiy 
(Army Air Forces), and $41,4 
for Merchant Marine. 
Data in the report were base 
on compilations made for th 
Bureau by the Advertising Check 
ing Bureau, and do not includ 
weekly newspapers. 


To ‘Field & Stream’ 


William E. Kulick, recently wit 
the Naval Reserve, has joined the 
New York advertising staff of 
Field & Stream. 


YOUR Magazine 


Check the points you 
would cover if y 
were designing a wWor- 
an’s magazine of your 
own. Then glance 0\ 
Chatelaine — any iss 
You'll find that it ab: 
parallels your own id¢ 

It appeals essentially ' 
the young modern, m. 
ried woman. It dé 
with her home, her fa 
ily, her appearance 
provides romantic, 
tertaining _ficti 
thoughtful articles 
people and aff 


Circulation over a qu 
of a million, reaching 
in four English-spea | 
urban homes in Canad: | 
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ERE IS just one example of how 
the “Magic Empire” does things 
in a BIG way. 27 pigs in one litter 
(the largest litter in the U. S. so 
we're told.) But, compared to the $11,500,000 


value of hogs on Oklahoma farms at the end 
of 1944, 27 is a pretty small figure. Magic 
you Empire farmers marketed almost $9,000,000 


Chester White Sow and Litter on Antwerp Farm, east of Tulsa 


worth of livestock through Tulsa stockyards 
alone in 1944, and much of this income went \\ / F 

ee to buy products such as you manufacture. Did a ae 
you get your share? If not... . then it will pay Be. 

you WELL to TELL and SELL the people of the 


| 
| “Magic Empire” through the pages of the news- 
| papers THEY READ! 
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18 
To Hold Pullman Show 


Beginning May 8, the Depart- 
ment of Commerce will sponsor 
a public showing in its Washing- 
ton auditorium of a new Pullman- 
Standard Car Mfg. Company dis- 
play of coming improvements in 
Pullman sleeping, dining and 
other cars. One of the most 
elaborate displays ever prepared 


‘All but 5 States 


Sel Own Laws on 


False Advertising 


by a company, it has been shown | 


privately recently to railroad offi- 
cials in Chicago and New 


sponsored since war began, ex- 
cepting a few on military equip- 
ment, 


York. | 
It is the first show Commerce has | 


egium. 


produce . 
promisin 


ADVERTISING AGE 


3302 DODGE ST. OMAHA. NEE 
ARTeCOPYeLAYOUTeSALES PLANS*RAD 


TRADE PAPER*® NEWSPAPER ® MAGAZINE 


Liquor Statutes Top 
List in Survey by 
_ Commerce Dep't 


Washington, March 28.—Only 
five of the 48 states have no “false 
advertising” laws of their own, 
Burt W. Roper, of the Bureau of 
Foreign and Domestic Commerce, 
finds in a digest of 2,000 state laws 
dealing with advertising, released 
by the Department of Commerce 
today. The survey also shows 
| that more than 40 states have laws 
authorizing advertising by‘ state 
| agencies, and more than 24 by 
| local government subdivisions. 
| The fruit of a year’s work, Mr. 
Roper’s digest of advertising laws 


;covers 18 types of regulations 
| ranging from general false adver- 
| tising statutes to specific commodi- 
|ties, poster and outdoor, flag ad- 
| vertising, and a host of others. 
False advertising laws prohib- 
|iting advertising with intent to 
|sell merchandise, securities and 
|services through use of untrue, 
|deceptive and misleading state- 
j;ments have been passed by 27 
|states, while 17 other states have 
somewhat less comprehensive 
l\laws, the compilation shows. 

| More than 200 of the laws cov- 
'ered in the survey deal with spe- 
|cific commodities, nearly half of 
ithem alcoholic beverages. Only 
three states and the District of 
Columbia have no laws governing 
liquor advertising, while the re- 
mainder range from Alabama’s 
law—confining liquor advertising 
to newspapers, magazines and 
radio—to a South Carolina statute 
prohibiting outdoor advertising of 
liquor. 


Product Copy Permitted 


Statutes concerned with advertis- 
ing by states provide for promo- 
tional campaigns to attract tour- 
ists, industries and residents. A 
;number deal specifically with 


promotion of state products, such 
as Florida’s citrus fruit, Idaho po- 
tatoes, Iowa dairy products, Mich- 
igan apples, New Jersey farm 
products, New York milk and 
farm products, Oregon dairy prod- 
ucts, Texas rice and Washington 
apples and dairy products. Others 
authorize cities and towns to ad- 
vertise their business, social and 
educational advantages, their 
natural resources and scenic at- 
tractions. 

Amos E. Taylor, bureau director, 
points out in an introduction that 
“a growing awareness of future 
peacetime activities of business 
and industry is indicated by in- 
creasing attention given by ad- 
vertisers to postwar plans. 

“The preservation of a healthy 
economy, the growth of commerce, 
and the maintenance of a high 
level of production and employ- 
ment will depend in part upon 
intelligent advertising, selling and 
sales promotion,” he declares. 

Mr. Roper’s study was aided by 
suggestions from leading advertis- 
ing, agency, marketing and media 
groups. It is on file at Depart- 
ment of Commerce field offices, 
and has been published in book 


- 
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“I take up where you leave off” 


You carefully select advertising media that 
reach people you want to influence. 


Your copy 


and art stimulate their desire 


for the product. Then, your prospects begin 


to ask, “Who 


carries it in my town?” 


How the Classified Works 


Your prospects will find the answer in the 
Classified section of Telephone Directories 


... if your dealers 
are identified there. 

Many well-known 
companies whose 
products are sold 
through selective dis- 
tribution furnish this 
buying information 
through Trade Mark 
Service. Under this 


plan your Trade Mark or brand name is 
displayed at the classification of your prod- 
uct—followed by the names, addresses and 
telephone numbers of your dealers. 

Trade Mark Service makes advertising 
more resultful, strengthens dealer relations. 


Fits Practically any Distribution Set-up 


An important feature of Trade Mark Service 

is its flexibility — a means of identifying 

branch offices, dealers, agents, department 

store outlets, service representatives, jobbers. & 
It is flexible geographically also and in 


number of Directories used, corresponding 


to your distribution. 


For detailed information, call the Busi- 


ness Office of your telephone 
company. Or consult Standard 


Rate and Data. 
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form by Printers’ Ink Pu! 
Company. 

The 2,000 laws are sum: 
by states, but no laws ¢eajj,, 
with labeling, trademarks 
have been included. Amo: 
cial commodities, the stud, 
that dairy products, nex; 
liquors, are most frequent}, 
object of state laws. 

Most of the statutes 
with agricultural produc: 
false advertising iaws, but 
require specification of price 
grade in advertisements. 
sota, for instance, requiré« 
cold storage eggs be identitied q 
such, while Oregon insists on 
rect grade and size designation; 

Close to 50 different occup: 
and professions are subject 
vertising regulations, With a num. 
ber of states regulating as man, 
as 10 professions. In addition 
the laws, there are frequently }j- 
censing restrictions. Close to 359 
of the 2,000 laws deal with occy- 
pations or professions, every state 
having laws under this heading 


All Regulate Dentists 
Dentistry is regulated by ever, 


state. Accountants, collection 
agents, detectives, employmen 
agencies, insurance agents, opti- 
cians, pawnbrokers, pharmacists 


photographers, real estate brokers 
schools, security dealers, watch- 
makers and veterinarians all come 
in for their share of regulation. 

Every state has outdoor adver- 
tising regulations, with nearly half 
the states establishing licensing 
controls. A large number have 
laws on highways signs. 

Other headings covered in the 
survey are: Advertising of com- 
modities generally; advertising of 
securities; advertising of financia 
and insurance institutions; adver- 
tising of tax absorptions; adver- 
tising by states and municipali- 
ties; local regulation of advertis- 
ing; obscene or lewd advertising 
venereal disease or contraceptior 
advertising; lottery advertising 
divorce advertising; flag advertis- 
ing; political advertising; trading 
stamps and premiums and miscel- 
laneous. 
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U.S. Navy 
Official Photograph 


The crashing fire-power of 16-inch guns and one-ton shells — the SUNDAY 
PUNCH of our Navy that knocks out enemy ships and wins sea battles. 


FIRST 3 Markets Group—the extra power—the SUNDAY PUNCH that flattens sales resist- 
ance and wins markets. 


FIRST 3 is aimed at the biggest markets in the United States—a concentrated 

coverage of 66.8% of Metropolitan New York, Chicago and Philadelphia — 
Rotogravure and Colorgravure, the sections of highest reader-traffic in the FIRST 3 
Sunday newspapers in the FIRST 3 markets of America. 


Through this one power-package you can place your advertising message before a 
major segment of the families of FIRST 3’s greater market—a market representing 
40.1% of the total U.S. retail sales—42.4% of the food sales. 


Give your national advertising campaign the support of FIRST 3’s Sunday 
Punch in the markets where you need the extra power—total circulation in 
excess of 6 MILLION. 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retegravure ° Colorgrauure 


THE GROUP WITH THE SUNDAY PUNCH 


News Building, 220 East 42nd Street, New York City 17, MUrray Hill 2-3033 
Tribune Tower, Chicago 11, SUPerior 0044 +* 155 Montgomery Street, San Francisco 4, GARfield 7946 
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Expand Tish Drive 


Advertising appearing in most 
New York metropolitan areas and 
adjacent suburbs, will be stepped 
up 50% during April by American 
Soap Powder Works, Brooklyn, for 
its new soapless detergent, Tish. 
Norman D. Waters & Associates, 
New York agency handling the 
account, explains the expansion on 
the basis of successful over-the- 
counter sales in recent weeks. 


Revive Old Recipes 


Continental Distilling Corpora- 
tion, Philadelphia, has prepared a 
recipe booklet reviving some of 
the famous dishes of Old Phila- 
delphia, as well as_ standard 
recipes for mixing drinks. Illus- 
trations are reproductions of the 
color prints of historic Philadel- 
phia used in the recent national 
magazine campaign for Philadel- 
phia blended whisky. 


fulness and_ interest. 


“We'll follow the leader’ ’ 


Year after year, for a quarter of a century, 
Scholastic Magazines have strengthened their 
leadership with Youth—based on genuine use- 
Advertisers, 
have built for today—and are building for to- 
morrow—leadership in the Youth 
Market through the pages of 
Scholastic Magazines. 


SCHOLASTIC PUBLICATIONS 
220 E. 42nd St., New York 17, N. Y. 


in turn, 


Treasury Seeks 
Agency to Handle 
Surplus Campaign 


Washington, March 28.— The 
Treasury Department today 
mailed invitations to nearly 50 ad- 
vertising agencies to submit pres- 
entations in competition for an ac- 
count of undetermined size to pro- 
mote the sale of surplus consumer 
goods expected to pile up as the 
war draws to a close. Fuller & 
Smith & Ross has already been ap- 
pointed to handle the sale of capi- 
tal goods for the RFC (AA, 
March 26). 

Outlining a two-step procedure, 
the government gave the agencies 
until April 28 to complete a writ- 
ten presentation outlining such 
details as the size of the organi- 
zation, the number of accounts 
handled, experience with business 
papers, procedure in preparing 


sectional campaigns, and basis of 
compensation for special work. 

In announcing that Treasury 
was moving ahead to secure the 
services of an advertising agency, 
John Pehle, assistant to the secre- 
tary in charge of procurement, 
explained that in the period fol- 
lowing V-E Day, his organization 
expects to rely increasingly on 
paid space to dispose of surpluses 
in a competitive market. 


$125,000 Unused 


Until now, Mr. Pehle pointed 
out, the buyers’ market, and the 
amount of free publicity available, 
has enabled Treasury to sell with- 
out resorting to any of the $125,000 
already appropriated by Congress 
for advertising purposes. As sur- 
pluses pile up, and new civilian 
production gets under way, Mr. 
Pehle believes Treasury will no 
longer be able to rest on its pres- 
ent publicity procedure. 

The letter today went to all 
agencies employing more than 100 
persons, plus a few of the large 
industrial agencies and some 
others that had inquired about the 
account, Mr. Pehle said. Agencies 
which have not received the letter 


The Pied Pipers of Radio 


Listener-loyalty is not something that can be weighed 
in the scales, like a Spring pullet; nor yet something 
that can be measured, 
It's something pretty tangible, however.. tangible 


and terrific. 


Not only do the music-makers of radio have their 
followings, but the men and women who headline 
radio’s various programs do, too. 
mention a product, advise a listener to buy it and 
try it, that product is as good as sold. 

Here is a plus which the radio advertiser gets for 
his money. In addition to what he says about his 
product or service, there is the endorsement of the 
man or woman who has come to be like a personal 
friend to vast numbers of the radio audience. 


like lumber or dress-goods. 


When they 


Tap this allegiance through the stations of West- a 
inghouse, which have 18,000,000 potential listeners § : 


in primary areas alone. Give your product the plus 
that costs nothing extra. The call-letters 


of Westinghouse are letters of recommen- 


dation in many of America’s strategic 
markets. Consult our national 
representatives listed below. 


. - 


RADIO 


WOWO * KEX * KYW * KDKA * WBZ * WBZA 


Represented Nationally by NBC Spot Sales—Except KEX 
KEX Represented Nationally by Paul H. Raymer Co. 


WESTINGHOUSE 


STATIONS Inc 


is 


Advertising Apri 


ge, 


are free to compete, he mp}, DL 
sized. 7 
Treasury said in its lei ey 4 
it is unable to state at ts tj, ° 
how large a sum may > 
pended for advertising. er th 
last war, Mr. Pehle points yt 4, 
War Department spent a ta). IC 
$2,078,000 to advertise s\ -plys F 
between November, 1919, a: Apri ° 
1925. At first, advertising expe, : 
ditures were one-half of 1° of « oe 
timated market value, but . 199; 
the advertising went up to 1% , IC 
market value. 'B 
Will Cull Prospects 
Selection will be in two ste * 
the agencies were told. com, . 
mittee of Treasury executives w; A 
judge the written presentatio, 
after April 28, selecting a fe . 
agencies which will be called ; SIC 
for personal consultations, with , . 
view toward selecting the agen 
that will handle the account. Agen. : 
cies were asked to signify the; 
interest by April 7, and advised ;, 
refrain from elaborate and expen. S$ 
sive presentations as regards {o,. IC 
mat and art work. 
To date the advertising effor, B 


of the Treasury have been cop. 
fined to its “Surplus Reporte; 
and to direct mail, Mr. Pehle sai; e 
today that the “Surplus Reporte; 
would be continued and improve; 
with a greater percentage of of. 
ferings listed, and better descrip. 
tions of the lots. 

Although plans call for only on ° 
agency at present, it may be tha nf 
other agencies will be used on o-. ' 
casion, Treasury said. It may } 
found expedient, for example, { S 
use additional agencies in connec. 
tion with local or regional adver. 
tising campaigns. 


Ludwin Promoted 


Dr. Leonard Ludwin, for the pas 
two years a member of the re- 
search staff of McCann-Erickso! 
New York, has been named direc. 
tor of foreign research for the 
agency’s foreign department to di- . 
rect the study of world markets 
and international merchandisin; 
trends. 


Godt to KFEL S 


Paul Godt, previously with 
KXOK, St. Louis, has been ap- 
pointed program director of Sta- 
tion KFEL, 5,000-watt Mutual af- 
filiate in Denver. He will als 
direct promotion. . 


PROFIT MARKETS'E § 
Where will you find them? 
Usually right in your own s 
backyard! “ 
Be sure to look over the 
INDIANA 

situation for Profit Markets i 
Most INDIANA Profit Mar ° 
kets are "'short-hauls’ for 
more manufacturers than any 
other mid-western state. I 


The best way to react the 
people living in INDIANA’ 
26 Profit Markets with you 
advertising message ' 
through the member ‘ews 
‘papers of the 


INDIANA LEAGU: OF 
| HOME DAILIES 


For information phone or » ''® 


SCHEERER & G 


tion © 


Member of the American Asso: 
Newspaper Representativ * 
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For 44 consecutive years the Chicago Daily News has carried 
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Chicago newpaper— morning, evening or Sunday. The Chicago 
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License Renewal 


Refused fo CBS 
Outlet in Albany 


Sale of WOV, New 
York, Also Turned 


Down by Commission 


Washington, March 29.—The 
FCC showed the sharp teeth in its 
licensing authority yesterday, turn- 
ing down a license renewal for 
CBS outlet WOKO, Albany, N. Y., 
and proposing to veto the sale of 
WOV, New York, to Murray and 
Benjamin Mester. 

The WOKO ruling will be effec- 
tive April 27, culminating a long 
series of hearings at which the 
commission argued that the true 
ownership of a_ large block of 
WOKO stock had been concealed 
for nearly 14 years. 

While of less immediate conse- 
quence, the WOV case was at least 
equally significant as an instance 
where the commission would not 
permit individuals to obtain a 
radio license on the grounds that 
they “have failed to establish that 
they are capable of being en- 
trusted with the responsibilities 
and obligations expected of one 
privileged to hold a radio station.” 

According to the commission 
findings in the WOKO case, a 
block of 240 shares, or 24% of the 
station’s stock, had been controlled 
by Sam Pickard, formerly radio 
commissioner, and CBS vice-presi- 
dent in charge of station relations. 


Claims Hidden Ownership 


The commission said that Mr. 
Pickard had obtained the stock in 
1931 at the time that WOKO 
moved to Albany, and became a 
basic CBS outlet. The conclusion 
also asserted that Harold E. Smith, 
general manager of the station 
during the entire period, had 
failed to reveal Pickard’s relation- 
ship to the station during the sub- 
sequent years. 

Asserting that the record showed 
that Pickard took a continuing in- 
terest in the business of WOKO 
and that there were only four 
stockholders, the FCC said, “It 
would be credulous indeed to ac- 
cept without question representa- 
tions that the directing officers of 
the applicant corporation did not 
know the identity of the real 
owner of the stock.” 

“From all the material facts 
found in the record of this hearing 
the commission concluded that the 
applicant cannot be entrusted 
with the responsibilities of a li- 
censee,”’ the report said. 

In its proposed findings in the 
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They are regular patrons of 
the New York theatres—and 
read The Playbill. 
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WOV case, the FCC was even 
more emphatic, pointing out that 
the Mesters in carrying on an 
edible oil business “have violated 
and disregarded regulatory laws 
of the states and federal govern- 
ment on numerous occasions.” 


Hits Business History 


Asserting that they have been 
guilty in several cases of violations 
“odious and clearly not matters of 
inadvertence,” the commission 
cited the case of one product con- 
sisting entirely of cottonseed oil 
labeled with the words “Tipo 


Lucca,” olive branches, coat of 
arms and wording in Italian, with 
the true content inconspiciously 
marked in English. 

“These acts together with the 
fact that quite recent actions 
against the transferees have been 
instituted by the Federal Trade 
Commission and the state and fed- 
eral food authorities show that the 
transferees lack even the sense of 
responsibility toward the public 
expected in ordinary business 
dealings. The Mesters settled an 
FTC case by stipulation in 1943, 
and they are now faced with a 


$62,000 OPA triple damage suit in 
federal court in New York. 

“From the proved misconduct 
there is substantial reason to be- 
lieve that they could not be en- 
trusted with the much higher de- 
gree of responsibility required by 
law of a station licensee. Indeed 
the applicants have refused to 
consider their infraction of the law 
as serious, and consequently it is 
not unreasonable to expect that 
they would show a similar disre- 
gard for the commission’s rules 
and regulations.” 

Particularly disturbing to the 
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FCC was the admission 
Mesters expected to run 
a secondary business in\ 
relying on others to carry 
tion operations. 
pointed out that they ex) 
increase the stations pri 
selling more time,” althou, 
now owned by Arde Bu! 
Harry D. Henshel, devote: 
its broadcast time on y 
and 83% on Saturdays to 
cial programs, and most 
sustaining programs carn 
mercial announcements. 
FCC licensing policies 
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ast service had come up for 
ion before the Senate ap- 
ations committee a few days 
vith members cautioning 
harman Paul Porter to guard 
against monopoly in issuing FM 
and iclevision licenses. 


FM Field Wide Open 


Mr. Porter told the committee 
that newspapers are still second 
choice Where others are seeking 
jicenses for standard stations in 
non-competitive areas, but he said 
that FM would be able to support 
« many Stations that the way 


proac 
discus 


prop! 


would probably be open for all 
responsible comers in that field. 


WANTS STATIONS TO 
PAY LICENSE FEE 


Washington, March 29.— Influ- 
ential Senator Kenneth McKellar, 
chairman of the Senate appropria- 
tions committee, wants to know 
why the prosperous radio broad- 
casting industry should not help 
defray the $2,500.000 it will cost 
the government for the FCC next 
year by paying a fee for its three- 
year radio licenses. 

He left that question with FCC 


Chairman Paul A. Porter last 
week, although Mr. Porter, and 
Republican Senate leader Wallace 
White of Maine insisted that there 
were any number of reasons why 
the government should not seek to 
cash in on its grant of radio 
licenses, 

Here are the questions raised by 
a tax on radio stations: 

1. Would a special tax on li- 
censes place radio at a disadvant- 
age in competing with newspapers 
and other medium? 

2. Should such a tax be based 
on power, desirability of the fre- 


quency, or gross revenue? 

3. Would payment of a fee give 
licensees a title to the frequency? 

It is also argued that under gen- 
eral tax laws broadcasting stations 
generally pay the highest percent- 
age of excess profits taxes because 
the capital investment in broad- 
casting is smaller than the capital 
investment of the competitive 
newspaper. Moreover the trend 
toward increasing advertising rev- 
enues has been a more or less 
recent phenomenon, and broad- 
casters have no historic average 
earnings which would give relief 
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he is worth doth spend, 
is life to end.” 
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For any individual—for any nation 
—long to continue to pile debt upon 
debt is to commit financial suicide! 
The fruit of reckless spending is dis- 
aster, and the prodigal son of a prodi- 
gal father will find nowhere to turn 
for succor when his substance is 
wasted. The practice of thrift—keep- 
ing spending well within the limits of 
income... building a reserve for that 
rainy day — is an old virtue of our 
fathers that should be cultivated by 
us as individuals and as a nation. Only 


that way lies the road to an ever-rising 


standard of living. 
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JOHN RAY, ENGLISH PROVERBS 


We at Chilton, while recognizing that 
it would be folly to stint on any ex- 
penditure that forwards our progress 
toward Victory, feel strongly that 
right now is the time for the Govern- 
ment to take the lead and set the ex- 
ample in a movement to make old- 
fashioned thrift the vogue once more. 
We feel strongly the need for dissi- 
pating the strangling chimera that to 
spend, and spend, and spend is the 
way to permanent prosperity. We 
feel strongly the need for a renas- 


cence of belief in the virtue of indus- 


try and thrift. 


CHILTON COMPANY unc.) 


Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


Chilton sources and influence are world-wide. Chilton Com- 
pany (Inc.) has an equal interest in Business Publishers In- 
ternational Corp. publishing THE AMERICAN AUTOMOBILE 


(Overseas Edition); EL AUTOMOVIL AMERICANO; INGE- 
NIERIA INTERNACIONAL INDUSTRIA; INGENIERIA INTER- 
NACIONAL CONSTRUCCION; and EL FARMACEUTICO. 


THE JEWELERS’ CIRCULAR-KEYSTONE e 


AUTOMOTIVE AND AVIATION INDUSTRIES 
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from the tax. 

Senator McKellar was primed 
for the broadcasters when the 
FCC appropriation came before 
his committee, starting out with 
the observation that “we all have 
this knowledge that radio stations 
have been wonderfully profitable. 
As I go over my state it is won- 
derful to see how they have pros- 
pered.” 

FCC Chairman Porter pointed 
out that the advertising industry 
is of a highly competitive char- 
acter and that he would not want 
to see any tax which would put 
radio at a competitive disadvan- 
tage for the advertiser’s dollar. 

Senator McKellar was confident 
that there was no danger. “We 
will take Krem] hair tonic,” he 
said. “It seems to me that must 
be a matter of enormous profit, 
and the idea that we have to listen 
to Kreml hair tonic every night 
and every morning, and everytime 
you turn on a radio some man re- 
peats exactly what he said about 
Kreml hair tonic before.” The 
Senator said he didn’t think radio 
should be turned over to people 
who advertised this way. 

The whole matter was left with 
Mr. Porter, who is to “give the 
matter consideration and report to 
the committee later.” 
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OF HARRISON 


It costs the Major more for caddies 
and balls than Tom pays for his 
golf all summer. But that’s the 
way the Major likes it, and that’s 
the way Tom likes it. 

Westchester County has every- 
thing for every golfer, whether he 
likes to play where it costs real 
folding money or do it economi- 
cally at one of: the many county 
golf courses — everything from 
Blind Brook to Mohansic! 

And that has made the 573,000 
people in Westchester County one 
of the greatest markets for athletic 
goods, automobiles, gasoline and 
oil in America. They spend about 
$24,500,000 a year at the 19th hole 
and in various eating places. 

If you're looking for people 
who buy things in a big way, West- 
chester County is the answer. 

Ask your advertising agency, 
they'll tell you! 


*These names are fictitious. Any similarity 
to real persons is purely coincidental. 


Here are a few advertisers who have 
cashed in on Westchester: 


Esso 
Socony 
Shell 
Sunoco 
Texaco 
Buick 
Cadillac 
Chrysler 
Ford 
Nash 
Packard 
Studebaker 


5 tn f 
Westchester 
(Newspapers 


papers published in 9 


A group of 9 daily neu 


different Westchester communities, Combined 
circulation—89,569, 85% of whichis delivered 
to the home in the late afternoon when the 
womano} thehouse—the home purchasingagent 
—is in areceptive mood for your sales Mesiages 


Represented Nationally by the 


KELLY-SMITH COMPANY 
New York 
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American Industry 


Spends $300,000 
for Soviet Ads 


New York, March 29.—U. S. in- 
dustry, with its eye on the huge 
postwar Russian market, is spend- 
ing $300,000 for ads in the forth- 
coming Catalog of American En- 
gineering and Industry. This ex- 
penditure will swell the bi-annual 
publication’s normal advertising 
section from 400 to 1,400 pages. 

The catalog, printed in the 
United States by Amtorg Trading 


Corporation, and shipped to Rus-| Corporation. 


sia, usually runs to 5,000 copies. 
The seventh edition, now in prep- 
aration, will consist of two vol- 
umes to cover all technological 
advances made in this country and 
to accommodate the great amount 
of advertising. 

Primarily a reference volume, 
the catalog will carry ads spon- 
sored by 700 top-flight American 
industrial names such as *Inter- 
national General Electric Com- 
pany, International Harvester 
Export Company, Westinghouse 
Electric International Company, 
Superior Steel Corporation and 
Worthington Pump & Machinery 


TELEPHONE SUPERIOR 0366 


_ -UNDERSTAFFED,BECAUSE OF THE EMPLOYMENT SITUATION? 


turn over your extra copy and continuity writing to 


DOROTHY MACDONALD/JAN|D ASSOCIATES 


Radio scripts @ continuity ® commercials @ spot announcements 


163 EAST ONTARIO, CHICAGO 11 


The above firms, and about 120 
others, also advertise to the tune 
of nearly $120,000 a year in 
American Engineering and Indus- 
try, Russian-language monthly 
publication also printed in this 
country by Amtorg for distribu- 
tion to about 5,000 key men in 
Russian industry. In existence 
since 1925, this publication has 
increased its billings 30% in the 
past year and a half. Among 
the new advertisers are Copper- 
weld Steel Company, Fruehauf 
Trailer Company and Superior 
Steel Company. 

All the advertising is industrial 
in character since the Soviet 
Union permits no consumer copy. 
In fact, the only publications 
which carry advertising in Russia 
are those technical journals circu- 
lated throughout the various in- 
dustries. 

Many of these, which were dis- 
continued during the war, are now 
beginning to reappear. Among 


those now in print are Coal, Steel, 
Construction Industry, Machine 
Tools and Small Tools, Communi- 
cations, Textile Industry and 
Electrical Industry. 

These trade journals have a 
circulation of about 5,000 each, 
the major exception being Com- 
munications, which runs to 15,000 
a month. Before the war, most 
of the advertising run was of 
German origin, but some Ameri- 
can companies did get in. Climax 
Molybdenum Company, New 
York, for example, has been a 
regular user of Soviet space. 

Now, however, with the threat 
of German competition gone, 
there probably will be an influx 
of American advertising in these 
journals as well as the two pub- 
lished in this country. 


Burke Manages KFAB 


Harry Burke, with WOw, 
Omaha, since 1931, has joined 
KFAB, Omaha, as general man- 
ager. 


Cream of Wheat and Armstrong find the answer 
to this question more than satisfactory. 
These three programs rank among the highest 
FIVE in Sponsor Identification (Hooper) for 
daytime half-hour programs — higher than 
76% of all daytime programs! 


130,000 FAN LETTERS have poured in praising 
Community Silver’s "Back Home for Keeps" cam—- 
paign. To celebrate the hundred thousandth 


letter, 


Community sent dealers a broadside, 


introducing a few of the "fans" who said they 
would buy Community when their husbands are 
"Back Home for Keeps." 


NEW YORK + BOSTON * BUFFALO 


WAR WORKER MORALE can be boosted by a well planned 
newspaper campaign in war plant towns. 


BATTEN, BARTON, DURSTINE & OSBORN, Ince. 
Advertising 


* CHICAGO + 
MINNEAPOLIS * SAN FRANCISCO * HOLLYWOOD + LOS ANGELES 


CLEVELAND «+ PITTSBURGH 


* DETROIT 


The 


advertisement above is one of a series directed 
to the men and women producing Ethyl fluid in 


the Baton Rouge plant. Note 
directly relates war work on 
fighting overseas. 


LOO art 
E- hig. : 


"THERE ARE NO DULL SUBJECTS, 


says an old advertising maxin. 


how the headline 
the home front with 


only dull writers," 
Here's how the 


inside workings of a Diesel engine can be made 
both clear and interesting. This novel tech-— 
nique, developed by our San Francisco staff, 
is winning high readership for Standard of 


California advertisements. 


i: 


Advertising Age, April 2, 194: 


1 0 shortage | 


To help you discuss the cigarette shortac 

“intelligently,” we offer this list of new word 
eo 

STOOPIES . . . the kind of cigarettes kept under the “g 

counter... weually a popular brand like Raleighs. 

’ ’ ’ ' 

Serrm ... the guy who stands around a store watchin 

someone gets a pack... then swoops down and dema 


GRtENiES . . cigarettes made from new toba- 
hasn't been given a chance to age properly. (If you get | 
you know they're still made from fine, fully-aged tobaccos 


’ ’ * 
LINEMAN ... the fellow who gets into a cigarette line » 
knowing what the line is all about. 


’ ’ . 

OPTIMIST... 2 gal who otill expects to get a book Oe" 

of matches with every pack of cigarettes. <3 
’ ’ ’ 2 


PIN-UP BOY... fellow who holds his Raleigh with « ; 
enjoy this cigarette down to the very last puff. 
’ ’ 


PIN-UP GIRL... 2 female ditto. 
‘ * ‘ \\*1\ 
HEEL... a gent who'd take your last Raleigh. \\ 


‘ ‘ . 
GOOD SOUL . . . « fellow who'd give you his last Raleigh. 

’ ’ ’ + 
STEADY CUSTOMER .. . « guy the cigarette-stand man has reve 
seen before. 

’ . ‘ -~4 
CHAIN SMOKER...2 gent who smokes six cigarettes 
all in one day. 

’ ’ 

LEDGER . . . 2 swell cigarette-stand man who'll “led-ger” have « 
pack of Raleighs. 

* ’ 


’ 
CURIO COLLECTOR ....2 guy who always seems to have brands 


the gent who used fo light cigare! tas 
Today he's the gent who just lights cigarettes. 


DOUBLE TALK—In reporting on this 
Raleigh "slanguage" ad last week, an 
AA reporter checked with Russel M. 
Seeds Advertising Agency, and thought 
he was told that Seeds prepared the 
ad. He still thinks so, but the Seeds 
agency says he misunderstood. At any 
rate, the ad was prepared and placed 
by BBDO, to which Advertising Age 
offers its apologies. 


Tetley Tea Series 

Joseph Tetley & Co., New York, 
is launching April 4, a new cam- 
paign plugging Tetley’s tea. A to- 
tal of 113 newspapers in 100 cities 
east of the Mississippi will be used 
Duane Jones Company, New York, 
is the agency. 


Worden Elected V.P. 


Howard T. Worden, manager of 
the motion picture division of 
Foote, Cone & Belding, New York, 
has been elected a vice-president. 


WINSTON-SALEM 
PEOPLE RESPOND 
..- AND QUICKLY! 


In an active market compos? ° 


that 


ACTIVE people it is no  surpris 
EVERY one of the six War Loan 
have been over-subscribed and 
able margins. 

In the current Red Cross car 
. . » Winston-Salem was given a 
ping big" quota ... and the 
pitched in and went “over the ¢ 
March 15. 

Employment here is at an all-tir 
. «+ in industries that are here 
... people are making money... 
it for the things you'll some day 
sell . . . or buying the things y 
sell today! 

"A MUST" market in North © 
by any set of standards is Winstor 


JOURNAL and SENT! 
Winston-Salem, North Car«/iné 


National Representatives: 


KELLY-SMITH COMPANY 
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ow far this little SEAL throws its light / 


Ce cated by ' \ 
Good Housekeeping / 


if DEFECTIVE - 


Whats this. ? A green light, shining amid Again and again, this little seal settles a sale. 


all the new spring merchandise? 


Why? . .. Because women regard it as a symbol of value. 
To them, this seal is an indication that samples of the product 
have been examined, and | ave been found, to our satisfac- 
tion, to live up to announced claims. 


Maybe it’s not exactly a traffic beacon. But that’s the 
way it behaves. 


For customers who were dazed with indecision come to 
life. Customers who were gnawing their fingernails, trying 
to choose, make a choice. 


We have spent hundreds of thousands of dollars, years of 
time, to establish the faith women have in the Good House- 
keeping Seal. 


They see the Good Housekeeping Guaranty Seal—and Millions of women, today, act on that faith, because they 
they say: “This is it!”’ know— 


R 
Kenn OR 4 REFUND 7 


"Guaranteed by» 
Good sme 


No; If DEFECTIVE OR 
45 aovertiseo 1 


we give this seal to no one— 
the product that has it, earns it. 


cau 


> Housekeeping 
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NBC-Northwestern 
Summer Institute 
Opens June 25 


Chicago, March 27.—Sessions of 
NBC-Northwestern University’s 
fourth annual Summer Radio In- 
stitute will start June 25, to run 
for a nine-week period, Judith 
Waller, public service director of 
the NBC central division, an- 


AMEAN STARA 


; MAGATINE : 


years of 
keeping 
the res- 
taurant in- 
dustry well 
informed 


A breakdown of the institu- 
tional food dollar shows that 
restaurants account for 56.5% 


restaurants industrial 
cafeterias the figure runs over 
60% American Restaurant 
Magazine can deliver the bulk 
of the foremost buyers of 
foods, beverages, equipment 
and service supplies. Ask us 
for details American Restau- 
rant gazine, 5 

Wabash Avenue, Chicago 3, 
Tilinois. 


nounced here today. 

Eleven courses, all of them 
carrying full university credit, are 
offered by the institute. These in- 
clude: Introduction to radio; con- 
trol room techniques; news broad- 
casting; program planning and 
building; radio speech and an- 
nouncing; radio dramatic writing 
and radio continuity; radio sales, 
promotion and publicity; teaching 
of radio; utilization of radio; and 
two new courses—music for radio, 


and dramatic production. 
Tuition fee is $100, plus inci- 
dentals. Laboratory classes will 


be held at the NBC studios in the 
Merchandise Mart. Lectures will 
be held at the university. Similar 
courses will be held, as they were 
last year, at Stanford University 
and the University of California 
at Los Angeles. 

Applications should be directed 
to Armand Hunter, Summer Radio 


Institute, School of Speech, 
Northwestern University, Evans- 
ton, Ill. 


Jackson & Perkins Moves 


Jackson & Perkins Company, 
Newark, perennial and seed grow- 
er, has appointed Moser & Cotins, 
Utica, to handle advertising. 


Future Helicopter 
Market Shown in 


‘Esquire’ Survey 


New York, March 27.— While 
the small landing area it requires 
and its safe operation were cited 
as advantages of the helicopter, 
lack of speed, complexity and lim- 
ited capacity were argued as rea- 
sons why it will not gain postwar 
popularity, a survey on “The U. S. 
Market for Helicopters,’ con- 
ducted by Esquire magazine 
through the Bureau of Market 
Statistics, reveals. Results were 
published by Esquire’s research 
department. 

The survey also disclosed that 
an annual income between $7,500 
and $10,000 is considered neces- 
sary to own and operate a heli- 
copter. 

The survey was undertaken in 
1944 to determine to what degree 
the helicopter will be a factor in 
the private plane market after the 
war, its advantages and disadvan- 
tages, the number that might be 
sold, probable cost, etc. To obtain 
a true cross-section of the opinion 


GAIN AND LOSS PERCENTAGES - 52 CITIES a 
So 
FEBRUARY 1945 - 1944 LOSS GAIN | 
CLASSIFICATIONS 30 20 10 0 10 20 3 | 
RETAIL 2.0%] lees 
Generar 8.2 a 
AuTomoTIVE -3.0 = 
FiMANCcIAL 3.4 time 
Totac DisP.ay 4.1 — 
CLASSIFIED 4.4 wren | | 
TOTAL ADVERTISING 4.1 — | 
DEPARTMENT STORES 6.9 Meee | | 
JANUARY | - FEBRUARY 28, 1945 - 1944 
ReTait -3.7 
Generar 6.3 | 
AuTomorive 7.7 eens. | 
FUNANCIAL -0.2 | 
Totar DisPLay 4.0 oes 
CiassiFieD 4.0 Staal | 
TOTAL ADVERTISING 4.0 eal 
Department Stores -7.0 ne | 
30 20 10 ty 10 20 0 | 


—— 


FEBRUARY LINAGE PICTURE—February newspaper linage, as measured by 


Media Records in 52 cities, shows financial as the only classification on the 


plus side, with total advertising 4.1% below February, 1944. 


In the Jan. |. 


Feb. 28 period, automotive was ahead, 7.7% over the same ‘44 period. 


of experts in the field, question- 
naires were mailed to 30 editors of 


... factual, 
enlightening, 
inspiring 

— immeasurably 
helpful! 


Brewer-Cantelmo Company - Inc 


116 EAST 27TH STREET’ NEW YORK 16,N. ¥.° TELEPHONE MURRAY HILL 5-1200 


PRESENTATION BINDERS * SALESMEN'S PORTFOLIOS * CATALOGUE COVERS * SALES MANUAL COVERS 


PLASTIC BINDING * 


CERCLA BINDING + 


SWING-O-RING **TALLY-HO * STREAMLINER 


"In our type of business--the 
manufacture of plastic bindings 
for book work--it is important 


that we be constantly alert to new 
plastics developments...ever 


watchful of new trends...new form- 


tics thinking. 


ulations...new methods. 


particularly. 


For these reasons we subscribe to 
Modern Plastics--it keeps us in 
close contact with the entire in- 
dustry, generally, and with our 
segment, 
enables us to make a month by 
month check-up--sharpens our plas- 
We find the infor- 


Each issue 


mation ever factual, enlightening, 
inspiring and immeasurably 
helpful.” 


ODERN 


... the only ABC plastics paper . . . the 
field's established institution . . . one 
of America’s great industrial publications 
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Sincerely, 


BREWER-CANTELMO CO., 


Aut 


INC. 


Edward C. Cantelmo 


PUBLISHED BY MODERN PLASTICS, 
NEW YORK 
Chicago + Washington + Cleveland «+ Los Angeles 


EAST 42nd STREET, 


MEMBER AUDIT BUREAU 


OF CIRCULATIONS 


INC. 


17, N. Y. 


aviation publications, 78 president; 
of companies manufacturing air- 
craft, and 40 presidents of com- 
panies manufacturing rotary wing 
aircraft. Approximately 40% re. 
sponded. 

Other findings are: 

(1) Only one of 30. aircraft 
companies stated it will manufac. 
ture helicopters after the war. 

(2) Eighteen out of 26 which 
gave answers think the helicopte: 
will not be a factor or will be a 
slight factor after the war. Ten 
out of 13 helicopter companies 
which gave answers think it will 
be a “serious” or fair factor. 

(3) The median estimate of the 
number of helicopters to be sold 
in the first postwar year, is be- 
tween 100 and 500; in the second 
postwar year between 1,000 and 
2,500, and in the third postwar 
year, between 2,500 and 5,000. 

(4) The median estimate of 
the price of the helicopter when 
first put on the market is between 
$5,000 and $7,500. 

(5) The median estimate of 
the number of helicopters that 
must be produced to retail for 
$1,000 is between 100,000 and 
200,000; to retail for $3,000, be- 
tween 10,000 and 25,000, and to 


retail for $5,000, between 1,000 
and 2,000. 
Criswell to BBDO 

Walter E. Criswell, who has 


been with the art department of 
the Los Angeles Times, has been 
appointed assistant art director of 
Batten, Barton, Durstine & Osborn 
at Los Angeles. 


THAT $10,497,000 
MONTHLY PAYROL. 


The answer is easy—if an 4 
propriation cannot spread 
over the 10 leading cities, t 
Greensboro’s ABC City and 
tail Zones, representing 
No. 2, two-State market in 
tail sales, population, 
solves the problem. 


It is the County Seat—an 


dustrial, educational and 
surance center. Many ¢& 
industries, nationally fam 


employ over 112,000 work 
earning $10,497,000 month! 
These two alert, popu! 
home-news-first newspa 
offer coverage where 45‘ 
the total sales are conta 
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ECENTLY,the Annual Advertising Awards jury se- 
lected the 100 best War Advertisements of 1944. 


Young & Rubicam created thirteen of them. 


Four of these thirteen advertisements dealt solely 


with a war theme. 


But in the remaining nine, it was found possible to 
kill two birds with one stone. 


In the advertiser’s judgment and our own, each 
of the nine did a good job both for the war effort 
and the product. 


These advertisements represent one happy way of 


discharging the obligation which faces every adver- 


tiers 06 


is happened 9 out of [3 times! 


tiser—and every advertising agency —today. 


Obviously, it is not always possible for an adver- 


tiser to devote his entire advertising to the war effort. 


But we do believe that a little extra ingenuity often 
makes it possible for an advertisement to sell its 
product effectively and at the same time help do one 


of the many jobs that must be done to win the war. 


YOUNG & RUBICAM, INC. 


ADVERTISING 


NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO 
HOLLYWOOD + MONTREAL + TORONTO + LONDON 
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Network Hooperatings for March 


Daytime Program Audiences 
MOST LISTENERS PER SET: 


Program 
Captain Midnight 
Hop Harrigan 
Jack Armstrong 
Most Men: 
Most Women: 


Most Children: Captain Midnight, 


Sponsor Total 
Wander Company 2.78 
General Foods Sales Co. 2.58 
General Mills 2.53 


Metropolitan Opera, with 0.51 (Texas Company) 
Metropolitan Opera, with 1.38 (Texas Company) 


with 1.50 (Wander Company) 


MOST SETS IN USE: 


1. Monday through Friday—1-1:15 


TR)’ ae een Reet ie 


Programs: Baukhage Talking (Cooperative) 
Life Can Be Beautiful (Procter & Gamble) 


2. Monday through Friday—12-12:15 p. m., EWT 


Programs: Glamour Manor (Procter & Gamble) 
Kate Smith (General Foods) 
William Lang—News (R. B. Semler, Inc.) 


3. Monday through Friday—11:15-11:30 a. m., EWT 


Programs: Breakfast In Hollywood (Kellogg Company) 
Second Husband (Sterling Drug, Inc.) 
Rosemary (Procter & Gamble) 
HIGHEST SPONSOR IDENTIFICATION: 
Hymns of All Churches (NBC)—2:45-3 p. m., with............... 71.3 
Correct Product 15.3 (General Mills) 
“TOP TEN” WEEKDAY PROGRAMS 


Net- Hooper- 


Program Sponsor Product work ating 
When A Girl Marries General Foods Sales Various Products NBC 9.0 
Co. 
Breakfast in Kellogg Pep Blue 8.7 
Hollywood 
Portia Faces Life General Foods Sales Post Raisin Bran NBC 7.7 
Co. 
Ma Perkins Procter & Gamble Oxydol CBS 7.6 
Right To Happiness Procter & Gamble Ivory Soap NBC “7.5 
Young Widder Brown Sterling Drug, Inc. Various Products NBC 7.3 
Our Gal, Sunday American Home Anacin CBS 7.2 
Products 
Life Can Be Procter & Gamble Ivory Soap CBS Tee 
Beautiful 
eh Procter & Gamble Camay NBC 7.0 
amily 
Breakfast In Procter & Gamble Ivory Flakes Blue 6.9 
Hollywood 


Fawcett Finds 300% Rise 
in Use of Cake Makeup 


The use of cake makeup has 
more than tripled in the last four 
years, it is revealed in a four-year 
report of the Fawcett Beauty 
Reader Forum conducted by Faw- 
cett Publications, New York. The 
report suggests this as an explana- 
tion for the small but steady de- 
cline in the use of face powder and 
the more pronounced decline in 
the use of rouge since 1941. 

Increases were shown in the 
use of deodorants and anti-per- 
spirants, astringents, bubble baths, 
colognes and toilet waters, leg 
makeup, hand lotion, nail polish 
base and top coats, perfume and 
shampoos. In almost every classi- 
fication a drop-off was found in 
syndicate store buying, with the 
number of drug store purchases 
rising. 


CBS Appoints Church 


Wells Church, formerly radio 
director of the Republican Na- 
tional Committee in the 1936 and 
1940 presidential campaigns, and 
assistant director in the *44 cam- 
paign, has been appointed assis- 
tant director of. public affairs and 
news, broadcasts of CBS. Mr. 
Church replaces Everett Holles, 
who resigned to become news ed- 
itor and analyst of WBBM, Chi- 
cago. 


Launch Kem-Tone Series 


Sherwin-Williams Company, 
Cleveland, has launched a spring 
and summer campaign for Kem- 
Tone, using large size ads in 260 
newspapers and color ads in 
American Home, The American 
Weekly, Better Homes & Gardens 
and This Week Magazine. 
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Huge Backlog of Projects 
in Engineering Construction 

A two-year summary report of 
engineering construction projects 
proposed and projects actually 
planned for construction after V-E 
Day, has been released by Engi- 
neering News-Record. 

It reveals a _ $16,600,000,000 
backlog of identified and recorded 
proposed postwar construction. A 
year ago it was $5,000,000,000. Of 
this proposed total, $6,000,000,000 
had engineers or architects at 
work on plans, or had plans com- 
pleted by December, 1944. A year 
ago $1,647,960,000 was in this 
planning stage. Thus the “pro- 
posed” volume increased 23% and 
the “planning or planned” volume 
increased 266% in 1944 over 1943. 

The report shows that this ac- 
cumulated total of proposed pro- 
jects exceeds the minimum post- 
war construction budget by 91% 


and is 27% over the maximum, 


for a 27% start on a second budget 
year. This “budget” is the volume 
of heavy engineering construction 
needed to support a national in- 
come of $150,000,000,000 . under 
peacetime conditions, which is the 
assumed mark needed to provide 
the U. S. with full employment. 
Projects on which plans are under 
way had reached 70% of the min- 
imum budget of $8,700,000,000, 
and 46% of the maximum budget 
of $13,100,000,000. 


Another $248,000,000 has plans 


ready but no financing provided. 
Money was available for $164,000,- 
000, but plans were still incom- 
plete on these. 

The recorded projects are all 
heavy engineering construction, 
which are tabulated in these cate- 
gories: waterworks, $353,892,000; 
sewerage, $769,697,000; bridges, 
$475,814,000, and earthworks and 
drainage, $685,444,000. All these 
top their respective maximum one- 
year budgets by margins ranging 


Advertising Age, Apri 


from 18% in waterworks 
in sewerage. Streets an 
$1,330,763,000, over its mr 
one-year budget by 63%, is 
18% below the maximu: 
classified construction’s $' 
000 is 59% of its minim 
44% of its maximum, a: 
neered building’s $1,557,4¢ 
28% and 19% of its minim 
maximum budgets. 

As impressive as are the {ig 
of the survey, the repor' 
out that the planning burce 
been carried by only a fe, 
Connecticut, New York, 
of Columbia, Michigan, 
Montana, Washington, Ores 
California lead the list o: 
with high averages in pr 
and planning stage projec! 
‘ eo 8 @ 


One of the country’s most actiys 
building projects is that of the 
Rochester, N. Y., Home Builde;; 
Association, which has a member. 
ship of approximately 70 builder 
and 90 associate members repre. 
senting supply dealers, bank 
stores, etc., according to a stud 
in a recent issue of “Servel News 

The association’s aim: to stim». 
late the interest of Rocheste 
people in home building and 
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operate for better conditions 
“thin the industry. Its action: 
ntact With national distributors 
"+ material and equipment neces- 
-ary (0 construct 1,200 homes in 
‘ne Rochester area within the first 
ear after lifting of restrictions. 

’The association has been given 
»reference in delivery of this ma- 
‘erial, and in turn, active members 
“¢ the association have been fur- 
nished with “Postwar Home Pri- 
brity Certificates” which they may 
chow to prospective purchasers of 


omes. 

The certificate places the party 
/whom it is issued on the con- 
~ruction schedule of the builder 
who issues it. The certificate is 
not an agreement to buy, however, 
md places no obligation on the 
nercon to whom it is issued. The 
certificate serves mainly as the in- 
sigt. contact between the prospec- 
‘ive home owner and the builder 
he selects, and assures him of one 
¢ the first 1,200 homes to be built 
‘the desires one at that time. 


* * 


Philco Corporation, Philadel- 
bhia, plans to produce television 
eceiving sets for the public with- 
, a few months after the war, 
John Ballantyne, president, re- 


cently informed stockholders. 

“Philco has taken a leading part 
in television research and de- 
velopment since 1928 and has pio- 
neered in many of the major ad- 
vances in this field,” he said. “We 
believe that television has now 
progressed to the point where it 
is ready to proceed commercially 
at the end of the war and provide 
a satisfactory service for the gen- 
eral public.” 

He said the ‘industry can base 
its postwar video set production 
plans on the 12 channels in the 
spectrum for commercial service 
allocated by the FCC action re- 
cently taken, and that television 
in the experimental frequencies, 
“if and when developed, will sup- 
plement the television service 
which is now being established by 
the FCC in that part of the spec- 
trum where most of the presently 
available engineering and operat- 
ing experience lies.” 


* * * 


Just as the camera displaced the 
artist for graphic reproduction in 
the newspaper business, so may 
the postwar pocket size wire re- 
corder displace the need for leg 
men with retentive memories, an 
item in ‘“‘What’s New in’ Business,” 


issued by VanSant, Dugdale & Co., 
Baltimore agency, says. The re- 
porter’s new tool, looking like a 
box-camera, is said to weigh only 
three pounds and consists of a re- 
cording gear and batteries to 
power it. The sound would be re- 
corded on hair-thin strands of 
wire. The machine has no play- 
back feature as yet. 
ck * * 

A recent survey of Crosley Cor- 
poration, Cincinnati, shows that of 
over 9,000 employes asked to fill 
out a questionnaire concerning 
their postwar plans, only about 
2,800 were sufficiently interested 
to give information that might 
help management to help them. 


Offers Slide Rule 


Lawrence Engineering Service, 
Peru, Ind., has prepared a “pro- 
portion” slide rule to aid engrav- 
ers, lithographers, photographers 
and offset printers in figuring en- 
largements and reduction of pno- 
tographs. The rule is of wood, 
with a white lacquer face, and a 
plain back, suitable for advertising 
messages. It may be purchased in 
sets of three for $1 with special 
rates for imprinted rules in quan- 
tities of one gross and up. 


a> i¥ 


CHEVRON 


AVIATION W GASOLINE 
FIGHTERS FEATURED — Standard Oil 


Co. of California has scheduled a series 
of ads for Chevron aviation gasoline, 
of which this is one, to appear every 
two weeks in 170 newspapers in seven 
western states. BBDO is the agency. 


The UGHTNING Aes first 


Albright Named 

John L. Albright, formerly with 
Dancer - Fitzgerald - Sample, New 
York, has joined the copy depart- 
ment of Bermingham, Castleman 
& Pierce, New York. 


- 
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THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohi 


MILLS AT HAMILTON, OHIO... 


CANTON, N. C.. 


of SALVAGE 


Wastepaper is vital to victory! Yet the pulp and paper 
situation is more critical today than ever. So alarmingly 
critical that it is nothing short of sabotage to destroy 
even one pound of wastepaper that is Gt to reclaim. 
The armed services need more and more paper prod- 
ucts, and our civilian needs go on apace. It’s a patriotic 
duty to save every bit of wastepaper and make sure it 
is turned in. In your advertising, too, you can help by 


urging every reader and listener to do likewise. The situ- 


ation has become acute; save wastepaper and save lives! 


. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


Tablet Writing and Papeteries .. . 


2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO: PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 
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Copifyer Prints 
Quizzes for Vets 
on Regular Runs 


Cleveland, March 28.—Copifyer 
Lithograph Corporation has hit on 


‘a novel method for printing ques- 


tion-and-answer games, crossword 
puzzles, and other mental twisters 
at little cost for free distribution 
to veterans in military hospitals 
throughout the nation. 

Securing reprint permission 
from the Cleveland Press and 
Coronet, to date, the lithographer 
adds the quiz games, etc., to less- 
than-full-size plates used in run- 
ning off its regular, essential jobs. 
The material for the veterans is 
run on paper that otherwise would 
be trimmed and classified as salv- 
age on the regular jobs. 

Allen H,. Frost, president, re- 
ports that the idea is being well 
received by- hospitals, the mailing 
list is growing steadily, and Copi- 
fyer will increase the distribution 
as permissions are granted by pub- 
lishers.of similar material. 


Colgate Hits Record 


Domestic sales of Colgate-Palm- 
olive-Peet Company reached a 
new high in 1944 of $134,007,782, 
an increase of $19,979,451 over 
the previous year. Net income to- 
taled $7,002,483 against the 1943 
figure of $6,616,969. The 1944 
sales volume includes an increase 
in sales to civilians as well as 
substantially increased quantities 
supplied to the armed forces. 


Returns to Newspapers 


American Safety Razor Cor- 
poration, out of newspapers since 
early 1944, has begun a 13-week 
institutional campaign in the Wall 
Street Journal and other financial 
papers describing the complexities 
of manufacturing razor blades. 
First ad, captioned ‘“‘What’s Behind 
This Razor Blade?” appeared 
March 23, with Federal Advertis- 
ing Agency, New York, in charge. 


Local Advertisers 
Know... 


The $200,000,000 steel plant at 
Geneva, Utah, 40 miles from Salt 
Lake City, drawing all its iron ore, 
coal and limestone from Utah, has 
created thousands of new jobs and 
drawn attention ‘of industry to this 
state. With annual capacity of 
1,283,000 tons it is the largest in- 
tegrated steel mill in the west, 
and another reason. why business 
is good in Utah! 

When it comes to selling, local 


and national advertisers know by 
experience that KDYL brings re- 
said, “We want 
“on 
ee 
puLAR > 
ne the fine results your 


sults. For instance, one national 
you to know how 

y station has given 
ad us. Our sales in 
Ay" your territory have 


account in tenewing his contract, 
pleased we are with 
almost tripled.” 


National Representative: John Blair & Ce 
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30 
Stiffen Slander Laws 


Amendment of the Illinois crim- 
inal code to make defamation of 
character over the radio a libelous 
action has been proposed in bills 
in both houses of the state legisla- 
ture. The measures would repeal 
the current radio slander act 
which carries a maximum fine of 
$100 and substitute jail sentences 
up to a year and a maximum fine 
of $500. 


“No Burton Browne 
client has a 


ST. LOUIS GRIDIRONERS—Dorothy Werd, center, is singing "I've been 

bumped by the ODT," from “Cornzapoppin'", the | ith annual Gridiron din- 

ner of the Women's Ad Club of St. Louis. Chorines are: Jane Williams, Ila 
Baker, Margaret Merrell, Clarissa Start, Marie Harwi and La Verne Reiss. 


Farley Elected V.P. Keenan Joins McGillvra 

Adrian Farley, account execu- James S. Keenan, formerly with 
tive of Albert Frank-Guenther |WIBC, Indianapolis, has joined 
Law, New York, has been elected | the Chicago sales staff of Joseph 
a vice-president. Hershey McGillvra, Inc. 


St. Louis Ad Club 
Nets $10,000 in 
llth Grid Show 


St. Louis, March 27.—Some 750 
members and guests paid $10 per 
plate and 153 “angels” contributed 
$35 each to bring gross receipts of 
the 11th annual Gridiron dinner of 
the Women’s Advertising Club of 
St. Louis to $10,000, the largest in 
Gridiron history. 

Bea Adams Mecchella, vice- 
president of Gardner Advertising 
Company, wrote the full-scale 
musical show, ‘“Cornzapoppin’,” 
which was preceeded by a cocktail 
party and dinner in the Gold 
Room of the Hotel Jefferson. The 
script, enacted entirely by ad- 
women, burlesqued in gags, songs 
and dance _ routines, activities 
around the St. Louis Union Sta- 
tion in wartime. Guests found 
themselves the target for a good 
many of the gags, and such na- 
tional figures as President and 
Mrs. Roosevelt, Vice-President 
Truman, and Secretary of Labor 
Frances Perkins, came in for their 


WHO WILL SELL MAINTENANCE EQUIPMENT 


—And How And To Whom Is It 
Going To Be Sold? 


prs 3 talk about the coming “postwar 
world 

But they think about it in the abstract. The 
human mind cannot conceive what the actual 
picture will be. 


The postwar world will be incredibly com- 
pact, thanks to world-wide aviation. No greater 
than 500 miles in diameter—in terms of the 
ox-cart, horse-and-buggy, one-lunger trans- 
portation of only two generations ago. 
Military planes will be here for years. 
Commercial planes are here now. 

Private planes will be an evolution. 


Airlines will keep spot schedules over vast 
distances—Salerno, Italy to Kansas City, 
U.S.A., on the minute. You'll vacation on 
Guam or Saipan, or some other island that 
only a few slood - spattered Marines ever 
heard of up to now. 

Yes, these things you will be doing soon, 
come postwar—because the military are doing 
them today. 

There is daily flying over the North Pole, the 
Arctic, Antarctic. The Atlantic is being 
spanned on a ‘round-the-clock schedule. Over 
28,000 casualties have flown the Lindbergh 
trail in the past six months alone. In the 
Pacific, there are maintenance shops and air- 
ports on every little island, with key men in 
charge. Pioneer forerunners of the luxury 


stops of tomorrow! 
* * * ca * 
Up to Pearl Harbor, weather was still the 
safety factor in all flying. The military have 
conquered that too—with radio, radar, and 
automatic navigators. The mechanical mira- 
cles in military use today have not yet been 
adapted to commercial or private planes. But 
they will be—once the war is over. 


The impact of all this on our economy will be 
colossal. It will make not only pre-war trans- 
portation but pre-war living look like 30 cents. 


But it can come only so fast as world-wide air- 
port and aircraft operations and maintenance 
are set up to blaze the way. Remember no 
plane ever gives its pilot trouble on the pro- 
duction line. Trouble in the air can start only 
after production is finished. And trouble can 
be handled, only when maintenance equip- 
ment and maintenance men can swing into 
action. 


What is more, trouble in the air can be pre- 
vented, anticipated, out-guessed only on the 
ground—by constant checks and inspections 
all along the line. 


You can see, now, why airport and aircraft 
maintenance operation is the very backbone 
upon which postwar world-wide aviation 
must depend. 
You can see, also, why global thinking—not 
merely domestic thinking—will make this 
kind of postwar world come true. 

. * * * * 
In this world airport picture, there are three 


A CONOVER-MAST PUBLICATION: 205 East 42nd St., New York 17; 333 North Michigan 


Avenue, Chicago 1; Leader Building, Cleveland 14; 


Duncan A. Scott & Co., West Coast 


Representative, Mills Building, San Francisco 4, Pershing Square Building, Los Angeles 13. 


markets in one—Commercial, Military, Pri- 
vate. 

Today, the military is of tremendous impor- 
tance. It will be of importance tomorrow—be- 
cause from today’s armed forces will come 
the aviation leaders for the next two genera- 
tions, 


There is only one publication which reaches, 
as a group, the key men of airport and air- 
craft maintenance operation no matter where 
they are: Aviation Maintenance. 

* * * * * 


The circulation of Aviation Maintenance con- 
sists entirely and exclusively of the following 
classifications of people: (1) Commercial air- 
line executives, superintendents, engineers 
and supervisory shop personnel; (2) Airport 
managers, executives and technicians; (3) 
Aircraft service (fixed-base) operations; (4) 
Civil Aeronautics Administration officials, 
regional and district engineers and inspectors; 
(5) Distributors and dealers in aircraft acces- 
sory parts and components; (6) The armed 
forces themselves. 


So to sell the airports and the men who run 
them, to sell the equipment for the world’s 
airports of the future—Aviation Maintenance 
is a ‘‘must.’ 


Supreme in its editorial coverage—outstand- 
ing in its editorial content—superb in its 
handling of up-to-the-minute developments 
—Aviation Maintenance is the backbone of 
any advertising schedule aimed at the post- 
war aviation equipment market. 


All 3 kinds of flying need airports. 
All 3 need all kinds of maintenance. 


Advertising Age, Apri 


AUTHOR—Bea Adams Mecchell, 

vice-president of Gardner Advertising 

Co., wrote the musical show staged ), 

the Women's Advertising Club i 
St. Louis. 


— 


share of the ribbing. 
Proceeds of the show will go 4 
the Barnard Free Skin & Cance 
Hospital for cancer research, an; 
the shov , in whole or in part, 
available to other women’s q 
clubs without charge provided re. 
ceipts are donated to cancer re. 
search. 
Mrs. Helen Martin, president o 
the club and special representatiy, 
of the Missouri Pacific Railroad 
presided. Decorations were han. 
dled by Mildred Bailey Carpenter 
publicity director of the St. Loui 
Little Theater; Ann Clark, Clark 
Dancing School, directed the danc 
chorus, and musical numbers wer 
by Dorothy Ward, St. Loui 
Better Business Bureau, and Heler 
Prange, Ralph Moore Advertisin; 
Agency. Mrs. Lorraine Nicholson 
Scruggs - Vandervoort & Barne 
department store, was special pub. 
licity director and Harry Cray. 
ford, manager of the Missow 
Theater, directed the show. 


Employes Share Profits 


Case-Sheppard-Mann  Publish- 
ing Company, New York, has an- 
nounced a profit-sharing plan f 
its employes. The _ corporati 
publishes Electricity on the Farn 
Fire Engineering, Sewage Wor} 
Engineering and Water Works En- 
gineering. 


E. S. Lauer Promoted 


Edward S. Lauer, for the past 
three years assistant to William M 
Cotton, publisher of the Ideal 
Women’s Group, has been named 
vice-president and general mai- 
ager. The group includes Movie 
Movie Life, Movie Stars Parat 
and Personal Romances. 


Head Seidel Radio 


Robert O’Brian, recenty di 
charged from service, and S$ 
Klapper, formerly with WQX% 
New York, have joined Seidel A 
vertising Agency, New York, # 
co-directors of radio. 


ACTA 
Bint N 


Leading Agencies Rely on 


Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising age" 
cies through our COMPLE © 
SERVICE METHOD of oper: 

tion. Ad-setting, Engravir» 
and Printing...all und: 
ONE roof. Phone or write 


THE FAITHORN CORPORA’ ON 


400 N. Rush St., Chicago 
Phone WHitehall 2300 
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‘Register’ Continues 


Despite a jurisdictional strike 
involving two unions in its mail- 
ing room, the Des Moines Register 
and Tribune is continuing to ap- 
pear in a limited edition. The 
edition of Sunday, March 25, went 
to more than 375,000 subscribers 
containing the regular rotogra- 
vure, comic and magazine sections 
with an improvised news section 
and a statement explaining the 
dispute. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily — each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 


spending customers . . . 100,000 readers 
daily! 
* * THE x * 


NEW HAVEN, CONN. 
JOURNAL-COURIER 


Farm Network 
Starts April 15 


Chicago, March 27.—With a 
consolidation of 79 rural stations, 
the North Central Broadcasting 
System will sign the new Missis- 
sippi Valley Network on the air 
with streamlined farm shows six 
days weekly, 6 a.m., CWT, effec- 
tive April 15. 

The new network will offer 
flexibility of circuits to allow 
MVN stations to originate any 
part or a whole broadcast from 
any one station, while a feature of 
the network morning program will 
be cut-ins by each station with lo- 
cal weather and road reports and 
forecasts. 

John W. Boler, president of 
NCBS, has been named president 
of MVN. 


Cubs Co-Sponsored 


Under the alternate co-sponsor- 
ship of P. Lorillard & Co., for Old 
Gold cigarets, and Walgreen Drug 
Company, Chicago, exclusive cov- 
erage of the Chicago Cubs baseball 
games for the 1945 season begin- 


ning April 17 will be heard over 
Station WIND, Chicago. Lennen 
& Mitchell, New York, is the 
agency for Lorillard and Schwim- 
mer & Scott, Chicago, for Wal- 
green. 


Conti Adds Stations 


Conti Products Corporation, 
Brooklyn, soap and shampoo man- 
ufacturer, on April 5 will add 81 
Mutual stations to “Treasure Hour 
of Song,’ making a total of 113 
stations, Thursday, 9:30-10 p.m., 
EWT. Agency is Bermingham, 
Castleman & Pierce, New York. 


Ford Sets NBC Show 


The new NBC program Ford 
Motor Company, Detroit, will 
launch April 8 will be called “The 
Ford Program” and will star Law- 
rence Brooks, singer, with Robert 
Russell Bennett as director. Ford 
discontinues “Stars of the Future” 
on the Blue, and will present the 
NBC series, Sunday, 2-2:30 p.m., 
EWT. Agency is J. Walter Thomp- 
son Company, Chicago. 


P&G Shuffles Shows 


A shuffle by Procter & Gamble 
Company of its daytime programs 


\ 
<&" “ 
¥ 4.C: 
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Weekly 


PER’S WEEKL 


PEKA- 


, Let it Prove What it Can do for YO 


throws the serial “Rosemary” and 
the ‘“‘Dreft Star Playhouse” off the 
morning NBC program lineup, ef- 
fective March 30, and brings on 
the serial, “Joyce Jordan, M.D.” 
for Dreft through Dancer-Sample- 
Fitzgerald in the West, for Crisco 
through Compton Advertising in 
the East, the following Monday, 
April 2, 9:45-10 a.m., CWT. 

P&G is also shifting “Road of 
Life,’ promoting Duz, through 
Compton Advertising, New York, 
from 11 a. m. to 10:30-10:45 a. m., 
EWT, effective April 2. It will re- 
main in the old time period, how- 
ever, on the Pacific Coast. 


New Sweetheart Serial 


Beginning April 16, Manhattan 
Soap Company, New York, will 
sponsor a new program to promote 
Sweetheart soap. Although talent 
and title are not-yet set, the show 
will be heard on NBC at 10:30 
a.m., CWT. Duane Jones Com- 
pany, New York, is the agency. 


Show for Wounded 


Carson, Pirie Scott & Co., Chi- 
cago department store, signed a 
$50,000 contract this week to 
sponsor a new 15-minute musical 
variety program for wounded war 
veterans. The program, to be 
heard thrice weekly over WMAQ, 
Chicago, at 5:15 p.m., CWT, will 
originate from various Army and 
Navy hospitals in the Chicago 
area. Jeanne McKenna, featured 
NBC singer, and the Art Van 
Damme Quartet, swing instrumen- 
tal group, will head the show. 

Advertising on the program will 
be institutional only. The con- 
tract for 13 weeks was placed 
through Burnet-Kuhn Advertising 
Company, Chicago. 


Seattle Mills on Air 


Fisher Flouring Mills, Seattle, 
on March 27 takes over the Tues- 
day and Thursday 2-2:15 p. m., 
PWT., segment of “What’s Doin’, 
Ladies” on the Pacific Coast Blue 
Network. An audience participa- 
tion, the show is heard Monday 
through Friday, 2-2:30 p.m., PWT. 
Pacific National Advertising 
Agency, Seattle, handles the ac- 
count. 


‘Night Editor’ Returns 


Sponsored by Dwight Edwards 
coffee, featured by Safeway Stores, 
Inc., the “Night Editor” series 
heard for 10 years on NBC’s Pa- 
cific Coast network, will be re- 
sumed April 7, to be heard Satur- 
days, 9 p. m., PWT. . The 52-week 
contract was placed through Ruth- 
rauff & Ryan, San Francisco. Ap- 
proximately a dozen stations in 
the Midwest and East will also 
broadcast the series via transcrip- 
tions. 


New Squibb Show 


E. R. Squibb & Sons, New York, 
on March 26 began a new musical 
program on CBS, Monday, 
Wednesday and Friday, 6:15-6:30 
p. m., EWT., featuring Jimmy 
Carroll, tenor, Ted Dale and or- 
chestra, and a choral group. 
Agency is Geyer, Cornell & Ne- 
well, New York. 


Admiral to Use Video 


Admiral Corporation, Chicago, 
beginning in April, will sponsor a 
series of twice weekly television 
programs over Station WBKB, 
Chicago. Although experimental 
in themselves, the programs will 
be commercial in format. Crut- 
teden & Eger, Chicago, is the 
agency. 

Owens Drops Waring 

Owens-Illinois Glass Company, 
Toledo, sponsor of “The Fred War- 
ing Program” on the full Blue 
Network since last September, 
plans to discontinue the musical 


\\Hleme- | 
RIO GRANDE VALLEY 
Group in Joxar 
peaches 
TEXAS’ MAJOR MARKET 


at 228,000 population 


QUARTER BILLION 

Year ‘Round Income 
Harlingen Star - McAllen Monitor 
Brownsville Herald 
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Advertising Age, April ° 
series May 31, when the 
spring contract ends. Rs« 
its decision is said to be 
rating of the program 
shift in time from 7 p. n 
present 10-10:30 p. m., E\" 

J. Walter Thompson ( 


New York, agency for Owens-7 
nois, had no comment to make , 
the action, nor on reports 


Ford Motor Company, anoth 
JWT account, might be interest; 
in sponsoring Waring. 


Skippy in New Time 


Good Foods, Inc., Min: Capolis 
maker of Skippy peanut butte 
will move its weekly “Skipy 
Hollywoua Theater” to a pe 
time, 9:30-10 p. m., PWT, effectiy, 
April 4. The program is currenj) 
heard on 25 Blue Network coas 
to-coast stations. Agency is Gay, 
field & Guild, San Francisco, 


KSTP Rates Up 


KSTP, Minneapolis-St. pay 
has issued rate card No. 34, uy 
der which cost of an hour of Clag 
A time on a one-time basis is jp 
creased from $400 to $460. Cy 
rent advertisers are protected yp 
der present rates until March 3}] 
1946. 


| 


3rd in a Series of 


“Food for Thought”, 


“The Morning Al- 
bany Times-Union 
gets our food ad.” 


WM. F. GOLUB 
President 
CENTRAL MARKETS 


Operating 2 LARGE 
SUPER MARKETS 
IN ALBANY 


Starting as wholesale gro- 
cers, Central Markets 
were among pioneers in 
cash and carry wholesal- 
ing. In 1932 they started 
first large self service 
market in their territory. 
Today they operate |6 
retail outlets — 11 food 
supers, 8 of which « 
tain large general n 
chandise or dry g¢ 
depts. Present met! 
and post war plans m 
important innovation 
the business. 
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|In Retail Advertising 
itn TOTAL Advertisin 
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Times 
DAILY and SUND/ 
Represented National. 
HEARST 


|In Classified Advertising 
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‘THE HEARST PAPERS are opposed 


to any form of politics and economics 


which endeavors to grade down the most 


prosperous to the level of the lowest.?? 


Publisher 


HE above is from an editorial writ- 


ten by William Randolph Hearst 

on April 21, 1935, on the policy of the 
Hearst papers. 

In that short sentence Mr. Hearst 

expounded the whole meaning of 


Americanism, which is, in essence, that 
while we are all equal before the law 
and in opportunities we are unequal 
in capacities. 

Being unequal in capacities, some 
will naturally be prosperous, while 
some will be less prosperous. 


To attempt by mutilating Commu- 
nistic methods to “grade down” those 
of great capacity —who have of course 
received the largest rewards—to the 
level of those possessing very little or 


no capacity is nothing less than fins 
crime. 

Moreover, to attempt to do so would 
ruin the business of the country. The 
money of the capable and competent 
would not be handed over to the in- 


| capable and incompetent, but would 


go into vast Socialistic “governmental 
enterprises” to politically and actually 
enslave millions of our people. 


The Hearst papers believe then that 
those who would distribute wealth by 
executive fiat will end up distributing 
not wealth but poverty. 


And that is one of many reasons 
why the Hearst papers are good papers 
for our readers and good papers for 


our advertisers. 


THE HEARST NEWSPAPERS 
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To Sell WTIMV 


Authority to sell Station WTMV, 
East St. Louis, has been requested 
by the Mississippi Valley Broad- 
casting Company, licensee, due to 
the retirement of station owner and 
manager Carlin S. French. Pros- 
pective purchasers are William F. 
Johns, Mrs. Johns, and sons\Myles 
H. and William F. Jr. 


FREE new proofs unusual adv. 
photos all businesses. SAVE! 
Low priced subscription plan. 


EVE*CATCHERS. 10 £..38 St, N.Y. 


Sell it with 
PHOTOS 


1,000 icts. No order too 
small. Postcards, 2c. We 
photograph everything. 

Super special: 30 x40 
giant blowups, mount- 
ed on heavy board, 
$2.45 each in lote of 10. 


. 
Write fcr free ples, list A. 
MOSS PHOTO SERVICE 
155 W. 46th St., N. Y. C. 19, BRyant 9-8482 


MOSS 


Appliance Dealers 
Prefer Allotments 
on 1941 Basis 


Chicago, March 27.—Most re- 
tailers of appliances and radios 
prefer that these articles be pro- 
rated in the reconversion period 
on the basis of dealers’ 1941 sales, 
according to a survey published 
in the current issue of Electrical 
Home Equipment Dealer. First 
of several studies planned by the 
publication as a new “Voice of the 
Dealer” departmental feature, it is 
based on the response of readers 
of the trade publication in the 
furniture, department store, hard- 
ware, and other fields. 

Of several hundred polled, 52.9% 
voted for reconversion-period dis- 
tribution on the basis of ’41 sales, 
while 22% favored an alternative 
plan of allotting floor samples to 
each franchise dealer until all 
such dealers obtain their samples. 

Slightly more than 11% said 
they believe distributors should 
be sole judge—a plan particularly 
favored by some larger stores or 


key accounts. Nearly 10%_ favor 


the suggestion that distributors 
give full-line dealers a _ priority 
over other stores as a reward for 
loyalty. 

About 1% in each case favored 
plans giving preference to dealers 
in certain areas, providing that 
merchandise be held back until 
plenty is available, or providing 
that allotments be determined by 
drawings. 


Joel, Bernegger Named 
Whitehall Sales Execs 


Ira D. Joel, former sales man- 
ager of Anacin Company and 
Larned Corporation, and E. L. 
Bernegger, assistant sales manager 
for the two companies, have been 
named director of chain store sales 
and sales manager, respectively, of 
Whitehall Pharmacal Company, 
New York, subsidiary of Ameri- 
can Home Products Corporation. 

Appointment of the two execu- 
tives ties in with a 100% increase 
in sales staffs for Whitehall, which 
combines the Anacin, Kolynos and 
BiSoDol companies and Larned 
Corporation. Advertising expendi- 
tures are expected to be more than 
20% greater than in 1944. 


“w 


in Urban America.) 


GRIT PUBLISHING CO., 


WILLIAMSPORT, PA. 


2 


Yes, in the true Small Towns of America— 
those of less than 2,500 population—51.7% of us 
own our homes. (Compare that with only 37.5% 


And we who live in 
GRIT AMERICA—the 
heort of Small Town America 
—do a lot of living in our 
homes. GRIT selis us every 
week—because GRIT is 


the only publication to devote more than 50% 
(75.42%) of its circulation to this 
rich Small Town market. 


Lawrence Beller, 
UNRRA’s new director of public relations for the United Nation, 


clothing collection drive this 


week at a time. 


month. . . Rita Dugan, 
& Bowles casting director, is engaged to George Earnshaw, 
representative for Farm Implement News. . 
berg, wife of Leigh Danenberg, publisher of the Herald, Bric 
Conn., is back in the States after a year spent in Britain 

Continent at the invitation of the British Ministry of Info: 
which arranged for her to take jobs in different industri 


Advertising Age, Apri 2. 1943 


former Hearst news ed. and OWI exec, x 


Jentoy 
astern 
Janen. 
port 
1d the 
Nation 
for ; 


. Mrs. Elsie M. 


Washing bottles in a brewery, gutting herring 


steam-cleaning railway locomotives, and serving in an evacuatig, 


nursery were among her 30-odd jobs in Britain. 


Afterward, wit 


the American Red Cross, she drove her own jeep in France, Be. 


gium, Holland, Luxembourg, and Germany... 

C. Cody Collins, publicity director for Kislav gloves (Norma 
Blum Co., NY), tells us in her new book being published by Fair. 
child Publishing Co. April 3, that years ago when a young map 


married, he gave his bride’s 
father one of his gloves as a 
sign that he would care for his 
wife single-handed. ‘‘Many a 
new father-in-law would be 
happy to see this custom re- 
vived,” observes Mrs. Collins... 

Maj. Edward H. Weitzen, in 
civilian life director of research 
for Lawrence Fertiz & Co. and 
war industries editor of the 
New York Journal of Com- 
merce, has been awarded the 
Bronze Star Medal for meritori- 
ous service in connection with 
military operations in southern 
England during the period from 
May 1 to Aug. 15 last year. 
Among his duties were devising, 
setting up and operating a sys- 
tem of machine records to re- 
cord the location of thousands 


of task force units taking part in the invasion of Europe. 

G. A. Richards, pres. of Stations WJR, WGAR and KMPC, had 
help in celebrating his birthday March 19 from P. M. Thomas, sec’y- 
treas. of the two midwestern stations and financial adviser for 
KMPC. An associate of Mr. Richards for the past 30 years, he was 
in Los Angeles for the occasion... 

Pvt. Chester L. Maxwell, an exec. of R. C. Maxwell.Co., outdoor 
ad company, Trenton, N. J., is at the Thomas M. England Hospital 
in Atlantic City after two months’ hospitalization in France and 
England. In Luxembourg at the time of the Nazi break-through, he™ 
was hurled from a bridge which was blown up by a German shell 


explosion. . . 


John Regan, editorial director of the aviation division of the Haire 
Publishing Company, is new chairman of the aviation section of 
the New York Board of Trade. . 
grade Food Products, has been elected pres. of the Eastern Meat 
Packers Ass’n. . . Henry Berg, ass’t account exec. with Abbott Kin- 
ball Company, N. Y., is engaged to Joan Drummond Pennell, 
Madison, N. J., now studying at the Parsons School of Design in 
N. Y. .. Col. William S. Paley, CBS pres., is now in Paris as chief 
of radio for the psychological warfare div. of SHAEF, and wil 
head entertainment control for the allied nations during the fim 
phase of military occupation of Germany... 

AAF Col. Leslie P. Arnold has returned to his prewar post wil 
Eastern Air Lines as ass’t to Capt. Eddie Rickenbacker, pres. & 
gen’l mgr., after serving as commanding officer of the 302nd Al 


TROUBLE—A. O. Buckingham had a 
chance to get in a word on Sanforiz- 
ing as he watched Tom Griffin, a di- 
rector of the Washington adclub, get 
ready for a recent meeting. Cluett, 
Peabody's vice-president in charge of 
advertising, Mr. Buckingham spoke to 
Washington admen on "Brand Names 
vs. Government Standardization." 


party held in the studio auditorium. Among other gifts was 2 && 
uine Irish shillalah presented by Patrick Joseph Aloysius ° 
v.p. and gen. mgr. of WDAS, who emceed. The shillalah, m: 


. Hugo Slotkin, exec. v.p. of Hy- 


PATT REUNION—John F. Patt, vice. 
president and general manager ¢ 
WGAR, Cleveland, and his  brothe 
Robert, promotion manager of WHN 
New York, before joining the Navy, go 
together at a WGAR mike while Bob 
a lieutenant (jg), was on leave fron 
South Pacific duties as communication 
officer for a group of LCls. 


Transport Wing of the Air Ser’ 
ice Command. He is a holder @ 
the Legion of Merit. . . Her 
Mayes, Good Housekeeping &, 
has recovered sufficiently from 
a recent serious illness to takt 
a trip to California. . . McGraw 
Hill’s v.p. and director, Harold 
W. McGraw, is a newly electé 
trustee of the Franklin Saving 
Bank of NY. . . James H. 5 


Ellis, pres. of Arthur Kudné! 
Inc., and Mrs. Maxine Courtné , 
Ford of New York and Hever 
Hills, Calif., were  marrié 
March 17 in New York. 

Leslie W. Joy, mgr. o! KYW < 


Philadelphia, is no douot 
man who does not ob ect! 
showers. On St. Patrick 
his 22nd anniversary it ra@ 
was marked by gifts of 22 diffe 
ent brands of cigarets f 0™ + 
girl employes at the ann 


100 years old, has been in the Stanton family over 50 years 


Gordon D. Cates, Y&R’s v.p. in charge of radio, marri' 
Crump, commercial writer at the agency, on March 17... R¢ 


Potter, The American Weekly’s science ed. and pres. of th N® 
Ass’n of Science Writers, presided at a dinner March 21 cel: ul 
the 65th birthday of Howard W. Blakeslee, science editor of 
sociated Press since 1928 and Pulitzer prize winner in 1937. 


members of the dinner comm. was G, Edward Pendray, \ 


UW 


house’s ass’t to the pres. in charge of publicity and adverti> "8 


Ann S. Page, formerly in the advertising and sales di\ 
Gray Photo Offset Co., New York, has been assigned to the 


~ 


an Army station hospital in the Marianas... 
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HANDBILLS OR 
HEART TY HEARTY ¢ 


Scatter handbills, and some of them will 
Jand in the hands of the customers you want 
to reach. Wouldn't a personal chat with 
each potential customer bring better results? 


< 


“Makes sense,’’ you say, ‘but where 


att, vice 


would I line up my customers?” 


nager ¢ 
s  brothe 


WH They're already lined up, Mister. They're 
yhile ok 
a the readers of MADEMOISELLE. Do they read 


unication 


Cls. 
| and run? Yes—run right out to buy the 


PC, hal i 
s. sec’y- 

iser for 
he was 


fine merchandise they see between our 
covers. How do we know? Here’s a sample: 
5500 dresses sold in 1371 cities in 48 states, the 


Panama Canal Zone, Alaska and Hawaii 
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from one two-column ad.* That's what 
you might call mass movement from class 
circulation, Mister, proving beyond the shadow 


of a doubt that it doesn’t take fancy circulation 


ost with 
pres. & 
2nd Al 
ir Serv- 
older of 
. Herb 
Ding ed, 
ly from 
to take 
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- Harold weed 
+ elected ab tio 
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figures to build up fancy sales figures. 
When you're in a buyer’s market again, and 
a when space is available again, talk directly to 
that young reader-audience which always has 
bought and will continue to buy the worthwhile 
merchandise advertised in MADEMOISELLE. 


* name on request. 
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BOND CLOTHES 
CHOSE... 


ee .WMAQ at 11:00 PM 


The Bond Clothes Company, manufacturers and retailers of popularly priced 


clothes, wanted to reach the vast Chicagoland market with a message about 
the value and quality of their wearing apparel. They wanted to reach the 
2,855,700 families in this area who spend over $3,500,000,000 annually. 

Bond Clothes, being astute advertisers, checked the listening habits of 


the late evening radio audience to discover what station would give them 


the largest possible audience. The result—WMAQ—the Chicago station most he 


SF TOT ER RR EE et ee ETN eT oe 


willl 


1 
people listen to most. Bond sponsors Don Elder with up-to-the-minute news 


FIR T in CHICAGO 


So from 11:00 to 11:15 at night, Monday through Sunday. 


ri = 3 : WMAQ—morning, noon and night—reaches the people who listen and y 
| “a buy. Information concerning time availabilities furnished upon request. har 
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~~ $0,000 watts : . 
| ‘Represented by NBC SPOT SALES 4 The Chicago station 
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most people listen to most 
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in this department, basic principles which 
der cdvertising—and which are equally 


week t 


BY ELON G. BORTON 


Advertising Director 
La Salle Extension University 


Every direct response advertiser dreams 
bout a “natural”—an ad which has much 
» offer which directly fits its readers, 
bnd asks little or nothing in return. 


LPG 


2 


he Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


have proved their value in mail 
important to the advertiser who 


joes not seek direct inquiries or orders—will be reviewed | .nd discussed from 
week, Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


The other, appearing in general maga- 
zines, should do even better. Notice how 
General Motors has made this ad prac- 
tically a 100% hook. There isn’t a wasted 
word in it. The headline, “Free to All 
Auto Owners,” will catch the eye of every 
jalopy or limousine owner and the illus- 
tration of the booklet and its title makes 
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Here are two recent ads which seem 
fill the bill. 
The one by the Mennen Company ap- 
peared in Army Times and offers six 
gorgeous pin-ups” in return for an 
mpty carton from Mennen shave cream. 
Judging by what we read of the demands 
or pin-up girls from the armed services, 


hic 


his should pull plenty. 


how Ought toKnow . 


Ed Madden, like many of the other ex- 
fcutilves at MeCann-Erickson, wears a 
blue suit and a conservative tie. He sits 
& modernistic Radio City office fur- 
‘snec in blonde wood and pale green, 
nin’ a desk which 
Sa -oncealed phone. 
le © lire atmosphere 
one of quiet and 
peace nd efficiency. 
Ef nt, too, is Ed 
"aden, who has 
‘e-president in 
Marge’ of new  busi- 
ice December, 
luring this pe- 
5,000,000 worth 
billings and 30 
ccounts have 
ieir way into the McCann-Erick- 

Among them were such hefty 

il names as American Molasses 
y, Curtiss-Wright, Westinghouse 
mal, Chrysler sales division, Na- 
-ash Register and Swift & Co., 
a division). 
sh g new business is an old story 
{ Madden. He began his business 


Ed Madden 


al 


very clear what is offered. But the ad 
clinches it with a brief, appealing list of 
benefits, the simple instructions on how 
to get it and then a convenient coupon. 

The reader knows, too, that in this day 
of car shortages, no GM salesman will 
call if he sends in the coupon. The Pay- 
Off would like to bet that this ad “pulls 
its head off.” 


e edward D. Madden 


career at 18 as assistant manager of the 
Chicago office of American Hard Rubber 
Company. This job for six years took 
him into manufacturing fields throughout 
the Middle West. 

His next stint was for the Reuben H. 
Donnelley Corporation, where he headed 
the direct mail merchandising division 
in New York. After seven years of this 
he became manager of the sales promo- 
tion division of Ketterlinus Lithographic 
Mfg. Company, where he handled all re- 
tail merchandising and was in charge of 
1etail merchandising and promotion for 
Standard Oil of New Jersey. 

Eleven years ago he joined McCann- 
Erickson as head of the Esso group. He 
founded the sales promotion department 
and the publicity department at the 
agency. He is also responsible for the 
extension of the agency’s operations into 
South America, where it now vies with 
J. Walter Thompson for first position. 

During his association with the agency 
he has established a record of working 
nights and Sundays. He has been known 
to schedule appointments from 7:30 a.m. 
until midnight, then go night-clubbing 


with a client, stay out until 5 (this was 
before the curfew, of course) and appear 
at his desk at 8:30. Around the office, he 
was affectionately called Simon Legree. 

In 1941, McCann-Erickson selected Ed 
to direct a campaign for the War Pro- 
duction Board, the War Advertising Coun- 
cil and the steel industry, calling for an 
expenditure of $2,000,000 to increase the 
flow of iron and steel scrap. Fifteen days 
after the agency got the account, copy, 
layouts and complete plans were on their 
way to Washington. He is currently su- 
pervising the waste paper campaign for 
the council. 

Among his extra-curricular activities 
he is watching his weight, which is almost 
a full-time job. He lunches on boiled eggs 
and dry toast, drinks carrot juice for 
vitamin A. He trots around Central Park 


reservoir early mornings and plays hand- 
ball regularly. 

Ed has written several songs, one titled 
“Can It Be Love,” which is still bringing 
in royalties. But one of his most famous 
stunts was eliminated by the paper short- 
age. 

It all began while Ed was still with 
Ketterlinus. He did the usual procrasti- 
nating about sending Christmas cards 
until he suddenly realized it was Decem- 
ber 24. He madly scurried around the 
office until he found several five-foot 
Santa Claus cardboard figures, which had 
been used for display purposes. The re- 
cipients of this novel card were so pleased, 
that requests came from their friends. 
At Christmas from then on, until halted 
by the war, Ed has sent out the life-size 
card from coast to coast. 
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XI 

Probably the deepest satisfaction in ad- 
vertising lies in the successful capitaliza- 
tion of a unique opportunity. 

Sometimes these opportunities grow al- 
most entirely out of the application of 
imagination to a selling problem, as in the 
invention of Halitosis—perhaps the great- 
est of all advertising inventions—to dram- 
atize the promise of Listerine. 

More often, we think, it is an entirely 
new kind of product that offers the oppor- 
tunity. We were reminded the other day 
of the introduction of Kotex at the end 
of the last war. And we have been think- 
ing ever since of the opportunities that 
today must be awaiting the end of this 
one. 

So far only the Willys jeep has emerged 
in advertising as a definite, exciting prom- 
ise, 

But in the thousand and one new inven- 
tions and new applications that the war 
has brought to be, advertising must be on 
the threshold of its greatest opportunity. 


XII 

To sit on a jury, charged with the selec- 
tion of two or ten or a hundred “best 
advertisements” out of a collection of 
campaigns surely is one of advertising’s 
toughest jobs. 

A page for which a writer we know re- 
cently acknowledged an award was, by 
every other measurement than choice, one 
of the two poorest advertisements in a 
series of eighteen. Dr. Starch gave it 
the lowest reading-rating in the entire 
campaign and its mail pull was second 
from the bottom of the list. 


XIII 


Measuring advertisements, sometimes 


Business Chart ot the Week = —— 


at least, is no more easy than judging 
them. 

There is a magazine color page in our 
files that has the lowest Starch reading 
rating of any of a certain large adver- 
tiser’s three-year series of similar adver- 
tisements. However, this ad, which ran 
only in one of the woman’s magazines, 
brought in the largest mail return of any 
of the series in any publication. 

XIV 

To try to find out the reason for varia- 
tion in reading-ratings and coupon re- 
turns or booklet requests, one very well 
known agency keeps a record on every 
magazine ad it runs. The Starch figures 
are recorded, together with mail returns. 
Page position is noted and the number of 
preceding and following advertisements, 
also the ratio, position and type of pre- 
ceding editorial material. Finally, there 
is recorded the exact editorial and other 
advertising matter surrounding the ad- 
vertisement. 

It is the surrounding editorial matter, 
they say, that makes the biggest differ- 
ence. Next in importance is its presenta- 
tion. 


XV 


“In years of testing,’ says a current 
Listerine ad, ‘“Listerine antiseptic users 
had fewer colds and fewer sore throats.” 

Illustrated are a series of photographs 
of a girl gargling Listerine, each has a 
date—1930-31, 1931-32, and so on down 
to 1941-42. 

The interesting thing is that it is the 
identical girl with the identical partially 
filled glass who is making each year’s test. 
In thirteen years she hasn’t aged an hour! 
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U. S. Plywood Expands 


United States Plywood Corpora- 
tion, New York, has formed United 
States Plywood of Canada, a 
wholly-owned _ subsidiary. The 
new company will acquire Hay & 
Co. Ltd., Woodstock, Ont., manu- 
facturer of plywood, and will act 
as Hay’s marketing agent as well 
as conduct its own independent 
business. D. M. Rogers, formerly 
with Hay & Co., will manage the 
new subsidiary. 


Complete Coverage 
of one of the 
greatest 
post-war industries 


328 Bway, New York 


Auto Parts Firm 

| . f 7 a 
‘Claims a ‘First 

in New Campaign 

Memphis, March 27.—Advertis- 
ing was given a new assignment 
in this area recently when the 
Mills-Morris Company, wholesale 
{automotive distributor with five 
branches in the central Missis- 
sippi Valley, began an extensive 
newspaper and direct mail cam- 
paign. 

The campaign, closely allied to 
recommendations of the Automo- 
tive Advertisers Council, is intend- 
ed to increase customer good will 
for Mills-Morris among some 2,000 
retail dealers and prospects in 
this territory and to furnish help 
to the company’s 18 salesmen. 

“We believe,” said Leo R. Jale- 
nak, manager of Mills-Morris’ 
'trade extension bureau, “that we 
|are the first automotive parts dis- 
tributor to conduct such a pro- 
|gram in accordance with the pub- 
lished plan and handbook of the 
Automotive Advertisers Council. 
The very use of newspaper adver- 
tising by a wholesale auto parts 


company in our 
vation.” 

Highlights of the program are: 
(1) a 52-insertion series of week- 
ly 140-line newspaper ads featur- 
ing national brand auto parts dis- 
tributed by the company; (2) a 
monthly 24-page publication, ‘‘The 
Steering Wheel,” containing sales 
helps for dealers, seasonal service 
suggestions and wartime informa- 
tion; (3) arrangements with na- 
tional manufacturers for a regular 
schedule of mailings direct from 
factories to Mills-Morris dealers; 
(4) publication of special ‘Facts 
and Ideas” pamphlets, and (5) 
coordination of the advertising 
program with work of the sales 
staff through Mills-Morris’ trade 
extension bureau. 


Six Join AFA 


New members of the Advertis- 
ing Federation of America are the 
Herald, Augusta, Ga.; Hutzler Ad- 
vertising Agency, Dayton; Radio 
& Electronic Jobber News, Cleve- 
land; Charles Schweim Company, 
Detroit; Ponca City Publishing 
Company, Ponca City, Okla., and 
Evening News Company, Bridge- 
ton, N. J. 


area is an inno- 
. 


A Good Way to Keep 


61000 Jaleisomen Tuk 


The paper shortage is curtailing advertising 
schedules in most leading publications, but 
there’s no shortage of enthusiasm among the 
readers of Boot and Shoe Recorder. 
advertisement in this publication is only the 
beginning . . . tell and sell your story con- 
sistently to the 61,000 retail salespeople* who 
read Boot and Shoe Recorder, and they will 


give you plenty of word-of-mouth advertising 


right where you need it most 
of sale. 


Your 


ing your way 


at the point 


These retail salespeople are eager, enthu- 


siastic ... that’s why they read 


*Readership established in Advertising Age survey 


BOOT and SHOE 


A-Chilton @ Publication 
100 East 42d Street, New York 


the Nationa! 


17, N.Y. 


Voice of the Trade, because they want infor- 
mation and facts to help them do a better 
job. Why not furnish them with all the facts 
about your product? What are its advantages 
... are there special features of material and 
construction they can tell their customers 
about? Start them talking — keep them talk- 


with a consistent advertising 


schedule in Boot and Shoe Recorder. 


| rect ratings given. 


Wichita Adman 
Wins ICS Contest 
With 6 on Nose 


Chicago, March 28.—Fred Dem- 
min, account executive, McCor- 
mick-Armstrong Company, Wich- 
ita, Kan., agency, has been judged 
the winner in ADVERTISING AGE’s 
contest on the relative pulling 
power of 12 International Cor- 
respondence Schools’ 1944 adver- 
tisements. The 12 ads, first re- 
produced by AA Feb. 12, were 
again shown March 12 in the order 
they actually rated. 

According to Paul V. Barrett, 
director, advertising and prospect 
service, ICS, who judged the con- 
test, Mr. Demmin was exactly 
right in his guesses on half of the 
ads, and no one did better. A close 
runner-up, he reports, is Harold 
Kay, Olian Advertising Company, 
Chicago, the only one with five 
exactly correct answers. 

The two top winners and others 
in the elite group of 100, who made 
the best showing among approxi- 
mately 460 who submitted entries, 
will receive as prizes copies of the 
famous ICS “Book of Useful Busi- 
ness Tables.” 


Set Own Judging Rules 


Mr. Barrett, who prepared the 
ads used in the informal contest, 
was sole judge, with freedom to 
make his own determination of 
how to judge the entries. He 
selected the winners chiefly on the 
basis of the number of exactly cor- 
In addition, he 
says, contestants received plus 
credit for guesses just above or 


| just below the actually correct 


rating. 
A resume of the winning group 


Advertising Age, Apr 


shows, he says, that ther: 
entry with six correct ans\ 
with five, nine with four 
three, and 55 with two oc 
“Those in the fifth g) 
reports, “received credit 
actually correct answers ; 
entitled to two or more ; 
its. There were several 
in entries showing two 
correct, but with only one 
or none.” 
_ The list of winners folk 


Group 1—Six Correct Answer, 
F. A. Demmin, McCor) at 
strong Company, Wichita, Kk; 


Group 2—Five Correct Answey 
Harold Kay, Olian Advertising ¢, 
pany, Chicago. 
Group 3-—Four Correct Answen 
Myron E. Chon, Arthur M: 
Co., Chicago. 
Dave K. Flavin, Dancer-¥ 
Sample, Chicago. 
R. E. Gallmeyer, Renown s: (o 
pany, Owosso, Mich. 
Frank B. Kemp, Compton Adyer; 
ing, New York. 
Sidney K. Lenby, 
Advertising, Chicago. 
Lt. Col. Oldham Paisley, « De 
Republican, Marion, I11. 


hoff 


22era 


Sidney Kk. Le; 


Knowlton Parker, News-Presy , 
Gazette, St. Joseph, Mo. 
Mrs. Monica Riley, Abbott Kim} 

Company, New York. 
W. G. Scholts, Scholts Advertising 


Service, Los Angeles. 


Group 4—Three Correct Answer 


Arthur Bandman, Artwil Compa 
New York. 

Cc. D. Beckman, Moss Associats 
New York. 

Philip Bernstein, Universal Ma 
Corporation, Chicago. 

M. G. Burroughs, VU. S. Mar 
Corps, Oceanside, Cal. 


Claude Efnor, Van De Mark 
tising, Minneapolis. 

P. S. Ellison, Sylvania Electric P: 
ucts Company, New York. 

Lawrence I. Everling, Lawrence 
Everling agency, Philadelphia 

John F. Hardie, Lewis Edwi: 
Inc., Washington, D. C. 

A. J. Henrich, 
Sperling, Reading, Pa. 

M. Herbert, American Lady Cors 
Company, Detroit. 


Adve 


Beaumont, Heller 
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ee, 


It’s the Talk of the Town 


in Both Kansas Cities 


Everyone's talking about 
they? Look this 


Campaign. 


at 


unique 


KCMO 


Program 


-why shouldn't 


Promotion 


OUTDOOR ADVERTISING — Every month 


MOVIE SHORTS —In 22 theaters! 


And add to this KCMO’s “Name the Sponsor Con 
test” — Newspaper Advertising — and Station Break 


Promotion on the air! 


To get people talking about your service or produc! 


see our representatives for availabilities. 


Represented by JOHN E. PEARSON COMPANY 


Chicago ® New 


GO PLACES IN KANSAS CITY 


WITH 


York @ 


E. K. (JOE) HARTENBOWER « GEN’L. MGR. 


Kansas Citys Gasce-and ONLY-BLWE Weteuark Sia tion 


Kansas City 
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ms volné irom, ae els. Brown .& eine E. Rickerd, Zimmer-Keller, Inc., J. J. Sullivan, Alabama Outdoor] Otis Winegar, Mac Wilkins, Cole & ;come, reached a new high of 
aa vancouver, B. C. ; : etroit. Advertising Company, Birmingham. Weber, Seattle. $455,692,753 increasin 33.5% 
+ W Viviat Lloyd Jones, Ogilvie Sisters, yizincoln Roden, Lincoln Roden, Inc., H. A. Thompson, Anderson, Davis George T. Wruck, Consolidated | ae “ 3 ‘ — é aa 
ect ew York Philadelphia. & Platte, New York. Royal Chemical Corporation, Chicago. | 0V©! the $341,261,650 volume in 
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ty sing Ageney, Kansas City, Kan. Rosenbloom Advertising Agency, Chi- | Company, Grosse Point, Mich. 
x 4 K. Liedy, Electric Controller & | C480. Sidney W. Turbin, Jones Frankel Packard Earnings Down 
a +; Company, Cleveland. Fred A. Russell, University of Illi- | Company, Chicago. Packard Motor Car Company, 
bebe +e Maturo, Nutrena Mills, | @°!5; Urbana, ss F. P. Wagener, Paul Grant Adver- | Detroit, and its subsidiaries earned 
0 Seng Ore ity, Kan. J. M. Russakoff, Vanguard Adver- | tising, Chicago. $4,117,910 in 1944 compared with 
‘SWenN yy. McMaster, J. J. Gibbons Ltd., ao up bg York’ ‘ ts sera APs A. Walsh, Holder-Morrow- | $4,754,587 in 1943, George T. 
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eg + McPherso1 News-Press Arthur F. Schulz, Topics Publishing Hugh M. Wallace, Galloway-Wallace Christopher, president, announced 
Jane Gray Pn —— & wa-Press | company, Chicago. Advertising Agency, Oklahoma City. in a preliminary statement which 
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Answer rR D. Myles, MacLean Publishing 
ge (% ompa! Toronto. 
c LL. Onsgard, Editorial Service 
Vien Hmpany, Milwaukee. 
Lnswers ae E. Penny Jr., Rumford 
rhoff nemical Works, Rumford, R. I. 
1 #. Pleshker, Westinghouse Elec- 


Bera ok Mfg. Company, Bloomfield, N. J. ; for 
mack «Posner, Posner Advertising ems . 
Cun". New Seth . new prob 
vency, New York. ea host @ d con- 
»odger D. Washburn, Boston  Uni- es (0 rais zations - .an 
vert ity, Boston. contine e organi mds 
ity, War ‘| servic lved depe 
D. Wheeler, Novelty Press, New retal ers; biems are $0 
K. Ley ; nufacturerss f these probler = »ample: 
ko ; — ma ell many 4% ob. For é 
hn Willand, Standard Oil Com- How we . does its J 
Di ny of Ohio, Cleveland. umer’- “ciently advertising 


Rn. J. Schutz, Baldwin & Strachan, on how eff 
i Buffalo. 
ichard Karl Sharp, Henri, Hurst 
McDonald, Chicago. 

i S. Spencer, Durez Plastics & 
dvertising hemicals, Ine., North Tonawanda, 


la rgely 


Kimt 


Answers L G Taylor, Butler Brothers, Chi- 


Answeni. ealer SU or 
e \lan Thomas, Thomas Agency, é 
ssociate kson, Mich. ss 


. L. Zaik, Wolfe Wear-U-Well 
al Mat prporation, Columbus, O. 


roup 5—Two Correct A acture 
Raker, Warren. ‘Teed Prod +O « more important to manuf 

ts Company, Columbus, O, 
rk Advi Harold E. > ancien d dealer structure \ 


rs NOW than it has 


5. Your advertising 


ace returns. | 
ort for today and building 4 
of the 


by reminding people 
problems as 4 


irold Benson, Public Service 


tric Pri pany of Colorado, Denver. A. soun 


eorge Berry, Berry-Ajax Hatchery, n mo 
y, Ill hl 
oe mes C. Bjorkholm, Delta Mfg. and it will be eve 
' pany, Milwaukee, ever been nee ° j 
vin Ry » W. Blackford, Coin Machine Re- it \ part in winning 
Heller & H W. Bouck, Kansas Industrial can play a V\ a 
lopment Commission, Topeka. 


ly Cors i hard L. Brown, Western Adver- ganization for the year 
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dealer SUPP 
Los Angeles. 


s ahead..- 
9 his interest in your 


g Agency, Chicago. 
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Clayton ( heney, Milcor Steel f the dealer, $ 
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Walter Chittien “Jes, H. P. » Bridge importance 0 ng hi 
pany, Philadelphia. ee \ 
W. J. Connolly, Wilson & Co., Chi- yfacturet, he P im to the community 
iocal advertising 


ustomers questions about 


as at 


». Cooper, Van Kamps Bakery, 
Angeles, 
hn A. Cory, Free & Peters, Inc., 


ago 
iyton J. Cosse, Stanback Com- 
Salisbury, N. C. 
bert Couchman, Couchman Adver- 
g Agency, Dallas. 
W. V. Cunningham, Western Adver- 
g Agency, Chicago. 
na DiPasquale, J. Walter Thomp- 
Company, New York. 
/ hn C. Drake, WLS, Chicago. 
reorge T. Dyer, Padco, St. Louis. 
Sadie R. Fassnacht, News-Press and 
ette, St. Joseph, Mo. 
Virginia Foley, Henry J. Kaufman, 
ertising, Washington, D. C. 
Hart, R. H. Donnelley Corpora- 
New York. 
. E. Hill, Baker’s Helper, Chicago. 


n L. Holmes, Flintkote Company, 
Vor 


ctively through 


are T. Howlett, MacManus, 
n & Adams, Detroit. 
‘farence N. Johnson, Reincke-Ellis- 
inggreen & Finn, Chicago. 
t Se] I. Klein, Chicago. 
Ral Logan, Fisher G. Dorsey In- 
H rests, Houston. 
\. C. MaeGowan, Firestone Tire & 
mpany, Akron. 
). Miles, Paul H. Raymer 
Los Angeles. : 
Moore, Ralph Moore, Ince., 


Morse, Dan B. Miner Com- 
\ngeles. 

| yer, General Electric Com- 
| ; eland. 
hols, Arthur Kudner, Inc 


“ak, Alfred Decker & Cohn, 
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Clears Lilee Stand 
in FTC Controversy 

To the Editor: The story ap- 
pearing on page 46 of the March 
26 issue under “Anti-Gray Hair’ 
and mentioning our client, the 
Lilee Products Company, gives an 


erroneous impression which I 
would like to correct. 
Neither our client, the Lilee 


Products Company, nor ourselves 
are contesting the position taken 
by the Federal Trade Commission. 
In fact, when we were advised 
that Federal Trade Commission 
was investigating claims made for 
calcium pantothenate, we advised 
our client to cease advertising 
until the matter had been cleared 
up. We did not revise our adver- 
tising as of November, 1944, but 
discontinued it completely. 

The Federal Trade Commission, 
in drawing the complaint, mis- 
quoted from our advertising —I 


B3 See : ee eg. 
ie SS ee % Boas Se 


ER RE ees > Re ie 
sn ac Ree 


This department is a reader’s forum. Letters are welcome. 


|think unintentionally—to make it 
/appear that we had made claims 
|for the effectiveness of calcium 
pantothenate upon restoring hair 
color, whereas in fact, we had 
merely recited the history of the 
cases reported upon by Good 
| Housekeeping. Because their com- 
plaint was so grossly in error, we 
declined to stipulate. 

Our client will not resume ad- 
vertising until such time as ir- 
‘refutable clinical tests acceptable 
to Food and Drug Administration 
are in evidence to support any 
claims that may be made. 

PAUL GRANT, 

Paul Grant, Advertising, Chi- 

cago. 


| A ee 
It’s Just a Stunt! 

To the Editor: I rarely suc- 
cumb to an impulse to write an 
editor, but here goes—for I’m 
overdue to tell you “hello” any- 


way. 


Surely no harm is done by a 
guessing game such as your Inter- 
national Correspondence Schools 
fun of recent date (AA, Feb. 12 
and March 12)—but you don’t be- 
lieve it has the slightest signifi- 
cance, do you? 

There are some good copy an- 
alysts in the U. S. But even the 
best could do nothing with these 
ads, that would reflect their dis- 
cernment and acumen. Suppose I 
send salesmen out to sell ICS 
courses, but not to actually take 
orders? They are to get signed 
indications of interest only. At 
the end of a season I stand these 
flesh - and - blood men up before 
|you, each with a copy of his 
|}canned = sales-talk, and say— 
| “Which one’s selling resulted in 
|the most signed orders?” 

One man’s talk was directed to 
potential foremen, another’s to po- 
‘tential draftsmen, and so on. But 
|I don’t tell you whether the sales- 


PORCUS... 


Acc’t Ex: Let’s see, you’re 


about that new campaign. 


and... 


Acc’t Ex: Iowa! 


that’s a state, not a city. 


> Porcus: Geographically, sir. But not saleswise. 


==. Iowa has been a city ever since 


Moines Sunday Register achieved 70% cover- 
age, double the merchandisable minimum, of 


= . 
all its urban consumers and sales outlets. @ 


caddies for client 


I’m two over fives. How about my giving you 
two strokes instead of four on the last nine? 


Client: Think nothing of it, my boy. Now 


something we can really merchandise in the 
a first 20 cities: places like New York, Chicago, 


Client: Iowa? Even the caddy here knows 


one under fours, 


What we need is 


The Des 


Client: You mean one newspaper covers 70°; 
of Iowa’s urban market? 

Ace’t Ex: I do—and what a market! Not only 
one of the first 20, but the first—if you want 


stabilized buying power. + 


Es ee eer g 


SS oy 
hy rg 
a ee 


pS © 


Covered 
by 


A STATE-WIDE 


URBAN MARKET RANKING AMONG AMERICA’S 


Metropolitan 


THE DES MOINES REGISTER anv [RIBUNE 


Pe 


lowa- 


FIRST 20 CITIES 


Nationally Represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 


* 


men talked on street corners to 
everyone or to selected audiences. 
Some of the salesmen worked 
short seasons—some better sea- 
sons than others for this kind of 
effort—but you don’t know about 
that either. 

If you have an AA minion avail- 
able to pick the sequence of ef- 
fectiveness with a pair of dice, or 
by flipping a coin, I am sure you 
can bet safely he will come out 
between 45 and 55% accurate, 
again and again—and on the aver- 
age, which is what your profes- 
sional ad people readers did. 

A half dozen ads created to run 
under reasonably similar known 


conditions—that makes sense. Or 
a half dozen ads created to 
achieve an _ identical purpose— 


could be graded. But not a whole 
kettle of mackerel and pike and 
bass and trout! 

To cap the whole thing, note 
that “closures” are the criterion 
of success. Yet the ad that rated 
FIRST ‘couldn’t close anything— 
and wasn’t intended to—and has 
the least conclusive sell in it. Are 
all closures by mail by identical 
method? I believe leads are 
handed out to salesmen to close. 
Are coupons from all ads at all 
seasons so evenly distributed over 
the country that there are no in- 
equities here? All rather thick, 
it seems to me. 

CLYDE BEDELL, 
Park Ridge, III. 


How B. & O. Did It 


To the Editor: You will no 
doubt be interested in seeing what 
we think is a somewhat unusual 
message carried in the current is- 
sue of our system time table folder 
titled “I Have Served,” pertaining 
to the United States Service Dis- 
charge pin. 

This appeared first in the Feb. 
4 issue of the time table, and for 
that month alone over 100,000 were 
printed and given a nationwide 
distribution. 

So far as I know, the Baltimore 
& Ohio is the first company to 
publish a message of this kind re- 


Ag” 


Sidi area” 


& Yes, thar's what the lire was in them, they have been returned wo 


golden emblem — the United Seates Service civilian life... «0 carry on behind the lines 
Discharge Pia — says for is wearer. And = Among the Baltimare & Ohie's army of 
70.000 workers, you will wee many of these 
veterans who have served and have 
feturned 1 do 0 splendid job in helping us 
move the mighty load of war 


today, you'll see many of America’s young 
men and women proudly displaying thes 
smignia of honorable discharge trom the 
armed forces 


‘The wearers are the boys and girls who gave 
wp the comfors and pleasures of home w 


11 oo with pride chat the # & O salutes Amer 


a's returaing servne omen snd women 


and the emblem 
EEE? FAITH WITH OUR FIGHTERS UY BONDS! 


BALTIMORE & OHIO RAILROAD 


garding the Service Discharge pin, 
although since that time I have 
noticed a number of newspapers 
are carrying references to it, and 
the Publisher’s Auxiliary ran, in 
its Feb. 24 issue, an impressive 
article titled “The Emblem No- 
body Knows.” 

While our message was directed 


protect the things they and we believe ia 
sod cherub. And having given as muh as 


‘ grimarily to Baltimore & Ohio em- 


ployes- wearers of the United 
States Service Discharge pin who 
have returned to civilian life, it 
nevertheless applies equally as 
well to all. 

In view of the publicity cam- 
paign which apparently is being 
put on to better acquaint people 
with the meaning of the Service 
Discharge pin, I thought you 
would be interested in the support 
which the Baltimore & Ohio is 
giving to the same cause. 

R. C. MAcLE.LLAn, 
Advertising Manager, Balti- 
more & Ohio Railroad Com- 
pany, Baltimore. 

v v v 


Compulsion Unnecessary 


To the Editor: We are enclosing 
the cover of Pic magazine with 
this pertinent and important 
query: “Do you think that a 4-F 
could qualify for this universal 
military training?” 

It should not be necessary to 
make it compulsory. 

The story to this cover, how- 
ever, goes on to explain that this 
pin-up gal is helping teach flyers 
not to become dizzy by teaching 
them how to whirl like a ballet 
dancer and still maintain their 
equilibrium. 


The Army Air Corps must be| 
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LESSON—This ballet girl on Pill ro cia 
cover seems to have something to 4 at a 
with compulsory military training, 5 ce 
she actually serves as a lesson in equ Why 
librium for flyers’ training. mer’ 
has to 
optimistic about the equilibriyglmm—and 
of its flyers when it uses an jgggpest”— 
structor as illustrated! hows 
EpGaR P. Mercer, rade. 
Managing Editor, The Manv- 
facturing Confectioner, Chi- 
cago. 
¥ <7 Asks 
Maybe Two Dollars? C 
To the Editor: I am real por 
flabbergasted now on this dollaqmm Tot 


our 

purre 
f you 
xpedi 


throwing proposition across son 
river. If Mr. Yoder had not seg 
it done I would never have ls 
lieved that Walter Johnson 


anyone else could throw a silyqmmessimi. 
dollar across the Potomac fr f We 
Mount Vernon. litabl 

Never before have I heard jjptream 
even intimated that the dollar wasing, 
thrown across from Mount Vermmthe we 
non. In fact I always underst erson 
the dollar was thrown when Washamlravel 


beuwr © 
n wit 
w tl 


ington was young before he eve 
lived at Mount Vernon. As I re 
member it, the Potomac is rathe 


a majestic stream at Mount Vem Beli 
non, so I am in favor of letting ajgeatur¢ 
the honor for dollar throwing g heWspi 


to the mighty Walter Johnso 
who made that super heave, ac 
cording to Mr. Yoder. 

It is said that “Once a Virginia 
always a Virginian” and | sti 
claim that distinction. I also st 
own a home on the Rappahannoc 


and er 


River in Virginia and spend 4 4) 
much time there as_possibi@ggvoo p 
Maybe Washington threw ty Int 


dditio 
ews | 

Incic 
ears j 


silver dollars, one across the P 
tomac and one across the Rappa 
hannock, but my hat is off to Wal 
ter Johnson, who threw it acr 


the Potomac at Mount Vernon Iravel 
ALLEN C. SMITH, ted, 

Allen C. Smith Advertising ajor 
Company, Kansas City, Mo. §™PSING 
vgv#$eegy’ With 

Gulliver on the Ohio hl 
To the Editor: It was mere OfRnd o. 
incidence that Gulliver, perfor™@Bragin, 
ing his classic chore of rescUlM@MRorce | 
the becalmed Lilliputian fleet, WA mo, 
released to Kentucky newspaPel@octeg 


] 


as the worst flood since 1937 role 
down the Ohio. 

You will note our client 106 
not prefer indirection in dean 
with state socialism versus legit! 
mate business. The descript! 
phrase “fairy story” is not a @ 
liberate insult to Dean Swift ° 


RESCUE—Gulliver works in wy 
River flood district in this “ent¥ 
Utilities Co. ad. 
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, concession to those readers who 
night hink a satire is something 
hat chases nymphs. 

Rosert L. Hutcuison, 


pavis Advertising Agency, 
Lexington, Ky. 

. ae 
Noesn't Like It 


To the Editor: Your article on 
rade labeling pamphlet put out 
» NPA is an insult to the intelli- 
ence of your readers. Every one 
¢ their reasons begs the question; 
hey are composed of “gobble- 
iook”; they are simply silly. 

1 am in business, I demand 
brading; I demand quality; I de- 
and certain things for my money 
nd I’m sure of getting them be- 
ause standards of wool and steel 
bre set up by the government. 
arbon paper, pencils, paper are 
| graded and bought that way. 
vould NPA buy newsprint with- 
ut a grade? You’re damn sure 
they wouldn’t. 

Why don’t you write up the con- 
ymer’s side — the poor slob that 
has to make the most of his dough 
and can’t say—“Just give me the 
est’—which as Consumers Union 
hows is worse than a far cheaper 
rade. 


on Pie 
ng to d 
- ing, b 
noon equi 
ing. 


lilibriy 
S an in 


RCER, 
Manu- J. Rory, 
Chi- Hartford, Conn. 
vey 
Ps Asks Company Data 
5f 


for Camp Paper Column 


To the Editor: Concurrent with 
splendid efforts—and also 


SS songmmyour . 

not semmspurred on by the establishment 
rave bat your Job Hunter Service—to 
nson qggexpedite the quick, smooth re- 


a silvammessimilation of discharged veterans 


ac frogmpt World War II with previous 
litable experience into the 
heard @™ptreams of advertising, merchan- 
lar wamcising, publishing and radio work, 
int Vegmmthe weekly newspaper for military 
\dersti ersonnel here “The Camp Lee 
1 Washaglraveller,” has just inaugurated a 
he evemmew column having a direct tie- 
As | raggn with postwar possibilities and 
is ratheamgmow they affect servicemen. 
unt Ver Believed to be the first editorial 
etting ammeature of its type in any Army 
»wing ggmeewspaper published for officers 
Johnsommend enlisted men within the con- 
ave inental United States, “Your Bus- 
ness and Mine”—as this new col- 
Virginiaggmn is titled—will attempt to ex- 


lore clearly and report concisely 
stwar programming in key in- 
lustries as well as Occupational 
pportunities open to those men 
who plan to establish themselves 


also st 
ahannoc 
spend 4 
possibl 


ew independent enterprises. In 
the Paeddition, it will contain business 
> Rappammeews notes of interest to GIs. 
f to Wal Incidentally, our first effort ap- 
it acr ears in this week’s issue of “The 
ernon Iraveller,” and you will be inter- 
ITH, ted, we believe, to know that a 
artising ajor item is one plugging ADVER- 
y, M SING AGE’s Job Hunter Service. 
With modesty I report that be- 
fe) ng a former industrial advertis- 
_ fe copywriter, publicity penner 
mere “Mend ex-newspaper man prior to 
perform™i@@rading in a pin-stripe and blue- 
rest Merce for olive-drab a little over 
nom, = + months back, I have been se- 
ibe ected to edit the column. 
31 TOGA If, among your many readers, 
aia nere are some who could furnish 
- alin” from time to time with pub- 
resi ily releases and data generally 
us 6" their respective company’s 


ostwal plans relating to service- 
i any other pertinent com- 
information of special inter- 


en an 
n ant 


to men in uniform, I would, 
‘S “a poor man’s business editor,” 
e “Pleased as punch” to hear 
®°m these public relations-mind- 
a ge men. 

Advertising agencies and their 
lnts, of course, are also cov- 
red this blanket invitation for 
ntr tions. 


‘L. ARTHUR P. SCHULZE. 
Public Relations Office, 
Camp Lee, Va. 


| spondents’ 
Nations’ San Francisco conference, 


Akron Adclub Sponsors 
Correspondents’ Forum 


The Advertising Club of Akron 
is sponsoring a Washington Corre- 
forum on the United 


to be broadcast over the Blue Net- 
work coast to coast 9-9:30 p.m., 
EWT, April 3. 

John S. Knight, publisher of 
Knight Newspapers, will act as 
moderator. Other participants will 
be Burt Andrews, chief, Washing- 
ton bureau, New York Herald 
Tribune; John O’Donnell, chief, 


| bley, 


Washington bureau, New York 
|Daily News; George Dix, King 
Features Syndicate; Radford Mo- 
Washington bureau, Knight 
Newspapers, and Edward Jamie- 
son, president, National Press 
club. 


Ross to Revion 

Howard L. Ross, formerly vice- 
president in charge of the New 
York office of Stensgaard Associ- 
ates, producer of displays, has 
been appointed director of mer- 
chandising for Revlon Products 


Corporation, New York. 


New ‘Post’ Pensions 

The St. Louis Post-Dispatch has 
expanded its employes pension 
plan to provide that employes 
reaching the age of 65, after 20 
years’ service, will receive at least 
$40 monthly. The company bears 
the entire expense of the plan. 


Coast Four A’s Elects 


C. Burt Oliver, general manager 
of the Los Angeles office of Foote, 
Cone & Belding, has been elected 
chairman of the board of the 
Southern California chapter of the 


41 


Four A’s. Also elected were 
Wayne Tiss, Batten, Barton, Durs- 
tine & Osborn, vice-chairman, and 
Carl K. Tester, Philip J. Meany 
Company, secretary-treasurer. 


PREMIUM COUPONS 
HANDLED 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN 8ST. CHICAGO 


o0e fds 


Irs the WNAX Sunday Get-Together — 
and it smacks the jackpot every week. How 
the mail rolls in— MONEY MAIL — over 
16,000 orders in the first eight weeks of 1945. 


It’s a Sunday treat for nearly five million 
folks in five states, and a picnic for adver- 
tisers. Sure, it’s corn, but it’s SWEET corn. 


To speed sales in Minnesota, Iowa, Nebraska, 
North or South Dakota—or to pull direct 
orders for anything farmers buy — get in line 


for a quarter-hour on the Sunday Get-To- 
gether. Ask Katz about future availabilities. 


000 Diulws in Only § weeks 


(7S CORN! 
CUTTS 


SIOUX CITY + YANKTON 


Represented Nationally 
by the Katz Agency 
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say, are by no means representa-| who in less than three months has|the channels through \y ich , 


tive, and hardly qualified to sit}made many new friends for the|sells, its use of materia! |), 

in government conferences with|commission, and held the line on/and other important fac The 

the same assurance as the national} all of James Lawrence Fly’s re-|rub is the lack of conten porg, 

farm, business and labor groups. |forms. Frank and sympathetic,|data. Checkup: WPB ins::ts tp, 

whine is Porter puts his problems to broad-|it means business in en forcip, 

Jitters: Reportedly WPB is now) casters, and calls for a construc-|paper quotas, It came ip 4h; 

scrambling to get its reconversion|tive answer. He has warned the} week with compliance 0» de,, 

plans lined up, and according to|industry that everyone will be/ against the Detroit Free Pr ss t, 

i By STANLEY E. COHEN, Washington Editor. official sources, these plans are to| happier if broadcasters meet com-|Moniter Leader, Mount C'eme, 
é Ps be much more complete than any-| mission questions with informa-/} Mich., and two Booth new: ape), 
Question: Who Speaks of the answers. When labor is in-| one has assumed. What the plans|tive answers rather than a record|the Kalamazoo Gazette an My. 

For Small Business? volved, the CIO, AFofL, Railroad] are, and what they will mean is a| full of alibis. Porter projects in-|kegon Chronicle, requirin. the, 


Washington, March 29.— Now Brotherhoods and United Mine 


secret even to the industry di-| clude 30 to 90 days’ service on ap-|to pay back a total of 69 ions 
that the Department of Commerce Workers cover the field. But for] yisions of WPB which presumably | plications; stricter attitude toward | paper. 
is taking renewed interest in the small business, it appears that 750| should be lining up the limitation| renewal of licenses; encourage- ttt Pls 
| small business man, some of the| 2°S0C!ations, each speaking for its| orders that would be lifted, and|ment for standard broadcasters to| Hearing: The sale of thc Nas), 
ef more imaginative staff members |°W" Commodity or service, repre-| the sequence in which components|go into FM and other new serv-| ville Tennessean eight year: ago ; 
are up against the question of sent 2,500,000 businesses. ; should go into production. Thelices, and thus keep speculators] Silliman Evans came in for a raj. 
4 “Who speaks for small business?” For a quick opinion, national| Office of Civilian Requirements is| out. ing over before the Senate judic, 
< Wher, government ‘wants to trade association in 13 fields can currently interviewing 4,500 fami- * * & ary subcommittee, when Jams 
know something about big busi-|*@#ect in some measure the think-| lies in 68 communities in its fourth| Idea: Impressed with demand for | Hammond, former publisher of ti 
ness. the NAM and the U. §.|'28 f 1,500,000 of these busi-| consumer requirements survey to|the new “County Basic Data|Memphis Commercial Appeal te. 
Chamber of Commerce have most | °°S©°: but Commerce people,|jearn how bad the shortages of|Sheet,” which collects basic eco-|tified that ex-RFC boss Jeg 
burned many years ago when a! clothing and appliances really is. |nomic information for single coun-|Jones, who controlled the deal 
small business men’s meeting * 8 8 ties on one sheet of paper, Wilford| steered the sale to “our frien 
¢ eo L u ue Bi A wound up in a near-riot in the| §yecess: At a budget hearing this} White of the Department of Com-|in Nashville.” 
Commerce Auditorium, doubt that| week, Republican Senate leader|merce Small Business Division is tig ae 
N 7 T w rey R K anyone really speaks for the little} wallace White commented, “I’ve! toying with the idea of getting up Record: NAB’s statisticians hay¢ 
fellow. ; been out of sorts with the FCC in|Industry Basic Data sheets which|come up with the conclusion tha 
aa Commerce people point out that/the past year or so, but I am in|would collect information about|radio advertisers contributed $64. 
Lice there are four organizations that|sympathy with them now.” And| particular industries on a single|000,000 to war effort advertising 
profess to speak for small business| therein lies eloquent testimony to|sheet. Each sheet would show|stations and networks, $78,000,0% 
men. These organizations, they'the rapid success of Paul Porter,!number of units in the industry,| and performers, $20,000,000 during 
> 1944. Calculated by a formy; 
worked out by the War Advertis. 
ing Council, the 1944 radio wa 
effort figure totals $162,000.09 
which is 8% above 1943. Treasu 


‘ _ got $43,300,000 of it and War Foo 
: $15,500,000. 


What counts he 


Jottings: FTC is calling a meet 
ing of the watchmaking indust 
to work out agreements on the uy 
of such terms as “waterproof 
“shockproof,” “anti-magnetic” a 
a host of other sales expressions. 
Net times sales for 191 of the 22 
radio stations using 5,000 to 20,0 
watts power in 1944 totalled $71- 
268,000, an increase of $15,581,00 
or 28%, the FCC reports. . . RF 
finally released its selection fu 
the surplus property account afte 
it was pointed out that the agen 
had already been out placing ad 
in 722 newspapers.  Incompleté 
formalities had delayed the new 

Treasury Procurement, faced 
with picking among the agent 
presentations it is expecting, trie 
to induce industry leaders to form 
a voluntary committee to assist 
The invitations were rejected wit! 
apologies everywhere . . . FTC: 
getting the $100,000 for genera 
economic investigations. Storie 
had circulated that the money wa 
to finance a widescale witch-hun 
in industry. 

The Senate patents committed 
has been swamped with inquiries 
about when it will take up the 
House-approved T.anham trade 
mark bill. Twice in the past, th 
act has died on the Senate (a- 
endar, largely because it 
rested in the patents committe 
until the 11th hour. There 3 
nothing on the parents committt 
agenda now, but Senator Clautt 
Pepper has yet to schedule acti! 
on the bill. . . The Senate wast 
no words or time in giving 
stamp of approval to the elevate 
of Charles Denny to a seat on wt 
FCC. With the confirmation ® 
the hard-working 32-year 0 
Washingtonian, the commissi 
has seven members for tie 1 
time since Jast June. 


Greathouse Quits Firm 
C. A. Greathouse Jr., 10 Te 
cently returned from service 
the Navy, has sold his interest 
the Bookwalter - Ball - Gre: thous 
Printing Company, Indie apo 
to engage in other busines. J! 
H. Bookwalter, preside! W 
purchased Mr. Greathouse © 1!" 
est, has formed the Boo wai! 
Company, Inc., to take « ‘ 


THE ARTKRAFT’* SIGN es my pra = 


A quarter of a century of experience, continued research and the determination always to 
produce nothing but the most nearly perfect product (and we have attained 999/1000% 
perfection) accounts for Artkraft's* outstanding leadership in the sign field. Thousands 
of Artkraft* signs everywhere today attest to their superior quality. Servicing them dur- 
ing the war has not required the full time of one neon tube bender. 


Artkraft's* exclusive features include Porcel-M-Bos'd letters (raised out of the heavy sheet 
steel background by patented process, and 75% more attractive and readable); 999/ 
1000°%/, perfect neon (actual average record); Galv-Weld frame construction (no rust, no 
vibration); and |0-year guaranteed porcelain enamel. 


THEY INCREASE SALES 14.6%, AND MAKE NATIONAL ADVERTISING 5 
TIMES AS EFFECTIVE, BY ACTUAL AUDITED RESEARCH. 


During the past quarter century we have regularly 
served such leading merchandisers as J. C. Penney Co.., 
Shell Oil, A & P Food Stores, Western Auto Stores, 
Frigidaire, Marathon Oil, U. S. Tires, Pittsburgh Paint, 
Ford Hopkins Drugs, White Auto Stores, American 
Stores, Westinghouse, Lowe Bros. Paints, Skelly Oil, 
Nash-Kelvinator, Belk Stores, Ely & Walker, Ford, Em- 
pire Super Markets, National Refining, Mid-Continent 
Petroleum, Delco-Heat, and many others. 


Although actual production begins with the 
impending removal of WPB restrictions 


WE ARE 
NOW BOOKING 
QUANTITY ORDERS 


for delivery in the order received! Quick delivery 
is foreseen, especially to customers ordering the 
same signs as before the war. 


ELECTRA a sarmelanazenre : 


900 Kibby Street Lima, Ohio, U. S. A. | ALL BY ITSE! Fa 
SIGNS OF LONG LIFE* -+ Se ee ee eee | THE LIM A NE mM 
FOR QUANTITY BUYERS | The Arthraft* Sign Company | | 
; b 900 Kibby St., Lima, Ohio, U.S. A. 
BROA DCASTI NG J ! Please send, without obligation, full informa- | 75 miles from an 
; The World's 1 tion and literature on Artkraft® signs. sites metrepelites city in 
CORPORATION nah | 
Ri gest Manufacturer of 1 Name a N 
3 | All Types of Signs Faces | NORTHWESTE!' 
OHIO 
| *Trademarks Reg. U.S. Pat. Off Ti eer er ere Cre ee SP rrerrr rere eT: Tr 
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hilco Expects 
5,000 Members in 
ew Service Unit 


philadelphia, March 28.—As one 
“its more immediate postwar 
gjects, Philco Corporation today 
nounced the formation of Philco 
-yice. a world-wide organization 
app! nee servicemen. Designed 


estab ish “new high standards,” 
te group is expected to have 25,- 
h) mernbers within the next two 
ars, qualified for repairing all 
nes of radio receivers, refriger- 
ors and air conditioners. 

Membership in Philco Service is 
bpen to individual servicemen, 
balers’ servicemen and dealer or- 
bnizations both in the United 
ates and other countries.” Mem- 
brs will be informed as to the 
test technical developments and 
il] be instructed in maintenance 
qd repair work. One of the fea- 
res of the program will be a 
nndard labor charge schedule to 
sure the public of fair prices on 
repair work and at the same 
ne assure the serviceman that he 


is properly compensated. 

The new group is an outgrowth | 
of Radio Manufacturers’ Service | 
which Philco organized in 1934. | 
Members of this organization are | 
expected to form the nucleus of | 
the new set-up. 


Lewin Has Plans Board 


A. W. Lewin Company, New 
York, has announced a joint plan 
board of personnel of the agency’s 
New York and Newark offices. 
Members are: A. W. Lewin and 
Sidney Matthew, partners; Donald 
Waterbury, executive art director; 
Herbert Mercready, executive di- 
rector of the industrial division, 
and Leonard Newsteder, director 
of copy and research. 


ABP WINNERS—At left, Frederick E. Schmitt, facing camera, industrial ad 
manager of Hercules Powder Co., accepts an award in the industrial division 
of ABP's third annual business paper competition from K. L. Rice, ABP presi- 
dent (AA, March 19). At the right, J. F. Pedder, ad manager of Frigidaire, 
displays one of the ads which won an award in the merchandising division of 


the contest. 


NBC Promotes Barrere 


Claude Barrere, formerly man- 
ager of syndicated sales for NBC’s 
radio-recording division, has been 
appointed assistant promotion 
manager of WEAF, New York, re- 
placing Roy C. Porteous, who has 
been named assistant manager of 
the package sales division of the 
program department. 


Keffer Succeeds Sweeney 


Percy B. Keffer, previously with 
the Winnipeg Free Press, has been 
named general manager of the 
Leader-Post, 
ceeding John F. Sweeney, 
signed. The appointment is effec- 
tive May 1. 


Davidson Co. Rates Up 


Davidson Publishing Company, 
Chicago, has announced an _ in- 
creased advertising rate schedule 
for Printed Selling and an agency 
commission on advertising in the 
publication, which Davidson ac- 
quired last September. 


Regina, Sask., suc- 


re- 


A. W. Robertson, . 
Chairman, 

Westinghouse Electric & 
Manufacturing Co. 


“Basie Materials N ceeded 
in All Industry” 


“The 


Westinghouse Electric and 
Manufacturing Company got its start in Pitts- 
burgh, and for ' alf a ceniury has been iden- 
tified with the city. Since 1936 the principal 
offices have been here. 


“Pittsburgh industries are engaged 
in producing basic materials needed in all 
industry. Pittsburgh’s fundamental advan- 


tage as a manufacturing and distribution site 
will always be in its abundant fuel, low cost 
transportation, convenient location to the 


Suri“fefegraph 


Represented Nationally by Hearst 
Service with Offices in Principal Cities 


Advertising 


nation’s markets, excellent labor conditions 
plus a spirit and courage in its people which 
enables it to tackle and overcome difficulties. 

“A people that can span our many 


rivers with dozens of bridges and tunnel our 
hills—make good leaders for business.” 


43 


‘Runs Policy Series 

The Central Railroad of New 
Jersey is running a series of 600- 
line advertisements on company 
policies in 69 on-line newspapers, 
the first explaining why the com- 
pany is forming a Pennsylvania 
subsidiary. The ads will be inter- 
spersed with others dealing with 
actual operation of the railroad. 
Richard A. Foley Advertising 
Agency, Philadelphia, has the ac- 
count. 


Join Pabst Sales 


George W. Brock, formerly with 
H. J. Heinz Company, has been ap- 
pointed San Francisco branch 
manager of Pabst Sales Company. 
Charles A. Toepke, who has been 
with Pabst for eight years, be- 
comes Oakland, Cal., branch man- 
ager. 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


Y f/, 
4p 


£Z Kc. 


BUFFALO'S 1 
BLUE © 
NETWORK - 
STATION | 


5000 WATTS BY DAY & 
1000 WATTS BY 


BUFFALO 
OADCASTING 
CORPORATION 


RAND BUILDING, BUFFALO. NEW YORK 
National Representative: FREE & PETERS, INC 
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j 4 “would be fortunate” if the figure | approximately 300 distributors and 
ine Greet See 1 Piper Reports is nearer ten or twelve thousand. | dealers still active and in the oo IT&T Forms N ow 

tshe eaten wes 9 Satay ~9 weed Piper expects to produce approxi-| war period plans to increase this : 

with Woodward-Livingston, Bing- ber to 700-800. P td Research U i} 

mately 4,500 that first year. number to . Present down ni: 

hamton, N. Y., agency, has been Advance Orders The models Piper will offer in- | payments are “the standard one- : 


appointed head of the newly for 1,200 Planes clude the improved J-3, selling for| third with the balance to be paid Within Compcny 


formed service and promotion QRs- * hs Q0|over a 12-18 month period.” Mr. 
$1,885; the AE-1, a three-place, 10 New York, March 29. Inter 


department of Crawford Brothers, 
art of this year when an early|much later, after full production| that rural areas seemed to show tional Telephone & Teleg) ph ¢, 
rebaen to sation production of its is under way, a four-place craft,| higher per capita sales potentiali- eager has announced t!:° form 
small planes was seen possible,| which Piper hopes to be able to| ties than urban areas, with ranch- jones re Telecommy 
Piper Aircraft Corporation, Lock-|offer around $1,000. Well-known/¢rs and farmers high on the list a? 000.000 oratories, Inc, a ng 
haven, Pa., requested its dealers|Piper models include the Piper| of those who will want their own $2, ‘bi oo en to mal 
and distributors to solicit postwar|Cub Super Cruiser, Trainer and| Planes after the war. ty “as exchange of inventiog 
orders, and now has 1,200 orders|Sea Scout, entire production of Aenea an ld oad tn hc arn of ITS 
for planes on its books. Walter St.| which is going to the armed forces,| Smith, Bull to New York poder ain pe gace’ In €lectronj 
John, Piper sales manager, re-|with prices to be announced as ; oth ing both radio and te Visig 
ported this advance postwar busi-|soon as material is available for Smith, Bull & McCreery, Holly- b IT&T a na ite aah Owned joing 
ness along with other facts about| commercial production. wood agency, will open New York 4a i Sta its a Sidiary, Intg 
Piper’s past record and future| Mr. St. John said that one of the | Offices about June 1, under the di- alia omen Electric Cony 
prospects at a meeting here today|main problems facing small plane | tection of F. J. Smalley Jr. Mr. tie ro wt concenttate upon ig 
of the American Marketing Asso-| manufacturers is that of airports Smalley recently resigned after six | tiating inventions, developing thg 
ciation’s sales promotion group. | easily accessible to both small and|¥ars_ as commercial manager of es a rage an interchange q 
Basing his guess on the total| large towns. He mentioned also the KFVD, Los Angeles. intorma uneael on postwar activitig 
small aircraft after the war on the| need for uniformity and simplifica- 5» Sore ene among system laboratories 


7. Inc. Walton, N. Y., miller of feed.| New York, March 28.—The first/h.p. plane, costing $2,845, and St. John also mentioned the fact 


Advertising placed through W-L 
includes feed and poultry publica- 
tion space, to be supplemented by 
educational material for farmers 
and poultry raisers. 


a 


13,000 registered planes listed in|tion of the rules and regulations; Opens Chicago Office ee and communicatig 
1939, Mr. St. John said “there| governing private or nonschedule| he ppiladelphia Daily News| Col. Sosthenes Behn niall 
» preside 


should be about 55,000 such planes flying. } has opened a Chicago advertisin : Es | 

two years after the war.” Surveys| Asked about Piper's So ae sales office at 20 E. pant Blvd~ colly aun san ae — 
indicate production of small planes | and sales promotion plans, Mr. St.| under the direction of Grover W. general director of Wederal va 
may total 25,000 the first year after | John said the company expected to| Boyd, western representative. phone & Radio Laboratories q 
ee : ; : the war, but the Piper executive|double its present appropriation! John M. Hendrickson will be as- ; .% 
emplete plants in TORONTO - MONTREAL - WINNIPEG : . =~ ; be president. 

thinks the small plane industry|after the war. The company has|sociate representative. 


; Duffy Named Ad Head I= 
of Schenley Division 


James P. Duffy, recently an a 
count executive with Dancer-Fi 
gerald-Sample, New York, } 


been appointed 


advertising and 


LEET— 
d., wt 
rubbit 


prom 


sales promotion 

manager of 

Schenley  Dis- ‘i 

tributors, Inc., “| a 
0 New York, di- : 

58 % Vision of 


. 
¥ 
Schenley  Dis- ‘ 
tiller’s Corpo- 4 
ration. 
Mr. Duffy 


will handle ad- 
advertis- P 

ing of Schenley oe FO 
Reserve, Cream of Kentucky a 
Old Quaker brands. He will @iBachir 


WKY Covers 


a Digest Fa 


5 assisted by Lawrence Feder, hes, | 
member of the Schenley advertigi at y 
ing department for several yea ctyre 

meneame lants 
United Artists Names me 
. mn 
Buchanan Ad Director &. ... 
} Harry Buchanan, for the paiitutic 
four years West Coast coordinat@iihe tre 
of the motion picture industry faromo 
the Treasury, handling nation@owde 
|exploitation in the first six Waioor si 
T loan drives, has been appointélhe in 
oan director of advertising, publicifell’s ; 
and exploitation by United Arfateri 
ists Corporation, New York. Minanc 
| Buchanan was director of publ Ady 
} relations for the New YoMnes a 
| | World’s Fair in 1939-40. rubb 
{ | An initial advertising budget @ifualif; 
i: | $35,000, the bulk of which will laced 
| allocated to newspaper space, SUMMist a1 
{ }plemented by radio and outdeive ; 
has been set aside to promoestric 

: ||“Colonel Blimp,” which opened] 

caeas) e -!|New York March 29. The Britis 
+t paca film, produced in Technicolor, } Oth 
T the second J. Arthur Rank Pog. . 
a duction to be released in thi?’ P 
i country through United Artists nf 
lodel; 
rT Nines. 
4 se of 
Owert 


ges 
azard 


WKY 
WKY Covers 29.3%§MORE§Than Oklahoma’ Second Station! 


+ 
area are the state’s biggest farm incomes 


which, added together, represent 65.2% of Advertising on WKY, therefore, reaches 0 K L A a 0 NM A CIT y 
more people in Oklahoma with more buying 


the state’s total gross farm income. 


@ WKY covers more people in Oklahoma Whan of the University of Wichita. 


with a greater combined buying power than 


This study proved, furthermore, that \ 
’ 


AN 


AUTCHING 


any other station. The primary service area 
of WKY is the biggest food market, the big- 
gest drug market, the biggest market in 


WKY not only covers the biggest part of 
Oklahoma, but delivers it, too. WKY, in 


this area, is by far the most listened to of 


Oklahoma for any product. In this same oi hits 


power more of the time and makes more NBC NETWORK » 930 KILOCYCLES 


WKY covers this area as does no other sales than any other station. Advertising 
station. This has been proved many times on WKY is doing this every day; has been OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO. 
aad . loi , 1 ore 1 will The Daily Oklahoman and Times - The Farmer-Stockman 
over, but most recently by the impartial doing it for a long, long time; and will con- KVOR, Colorado Springs - KLZ, Denver (Affiliated Momt.) 
statewide study conducted by Dr. F. L. tinue to do it in the future. REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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LEET—Finnell System, Inc., Elkhart, 

d., which now manufactures its floor- 

rubbing machines only for war plants, 

promoting its "self-powered Finnells" 
in a list of 19 magazines. 


innell System 
Beparates Polish 


nd Machine Ads 


Elkhart, Ind., March 28.—Fin- 
Pll System, Inc., largest and 
dest maker of floor cleaning 
huipment, this year is running 
ivertisements in 19 magazines on 


= 
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tucky aM; various scrubbing and other 
e will @iachines and on its waxes, pol- 
Feder, MiBhes, etc. 
advert At present the company manu- 
ral yeaw&ctures the machines only for war 
lants and cannot supply them to 
nes ‘hools, hospitals, office buildings, 
ct md the like. As a consequence, 
>CLOY HR ads in publications reaching in- 
the pagMitutions, schools and the build- 
oordinat@™ihe trade are devoted primarily to 
justry {@romoting sale of the scouring 
natiol@M@owders, Sanax wax cleaner, and 


, SiX Wiloor soaps, with copy emphasizing 


appoint@™he importance to users of Fin- 
_publicifMell’s single source of supply of all 
ited Ar@@Mfaterial needed in floor main- 
fork. Milinance. 


of publi 


. Advertisements in these maga- 
WwW or 


nes also suggest that “If you need 
rubbing equipment and cannot 
ualify for it now, ask to be 
laced on the Finnell Preferred 
ist and be among the first to re- 
‘ive a new Finnell when wartime 
strictions are lifted.” 


Promote 49 Models 


Other ads appearing in indus- 
lal publications, and in Business 
eek and U. S. News 12 times a 
“ar, each promotes one of the 49 
hodels and types of Finnell ma- 
unes. Copy in these points out, 
‘st, savings in manpower through 
s¢ of either electric or gasoline- 
Owered models, and other advan- 
‘ges such as reduction in fire 
azard and of accidents caused by 
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falls, speed in intra-plant trucking 
on clean floors, etc. 

A substantial number of the ma- 
chinery ads is devoted to the 
gasoline-powered scrubber, devel- 
oped by Finnell during the war to 
meet the need in large new plants 
for a combination scrubber-rinser- 
drier that has no cord attachment. 
The machine has a cleaning capac- 
ity of as much as 15,000 square 
feet an hour over large open-floor 
areas. A similar electric scrubber 
has little more than half that ca- 
pacity. 

The machines and waxes, etc., 


are distributed almost entirely 
through the company’s 50 branch 
stores. A large part of the busi- 
ness of the stores consists in serv- 
icing Finnell machines leased to 
various users. 

Johnson, Read & Co., Chicago, 
handles the account. 


Averbach Joins Chernow 

Theodore E. Averbach, formerly 
sales promotion and advertising 
manager of Appleman Glass 
Works, New York, has _ joined 
Chernow Company, New York, as 
account executive. 


Roush Joins Carter 

Herbert Roush, for the past 
seven years advertising manager 
of the Marley Company, Kansas 
City, Kan., manufacturer of com- 
mercial water cooling equipment, 
has joined Carter Advertising 
Agency, Kansas City, as an indus- 
trial account executive. 


Sales Club Elects 

The Sales Managers’ Association 
of Philadelphia has elected the 
following officers: president, Hor- 
ace S. Felton, Felton-Sibley Com- 


|pany; vice-president, M. F. Foel- 
ler, American Telephone & Tele- 
graph Company; treasurer, Joseph 
|Harrison Jr., Philadelphia Na- 
|tional Bank; secretary, Charles W. 
|Whitney, Petroleum Corporation. 
| 


Artists’ Materials & Rubber Cement 
Printers’ Padding Compound 
S. S. Rubber Cement Co. 


314 N. Michigan Ave., Chicago 1, IH. 
Central 3373 


LIVESTOCK FARMING 


food and humus. 


! STREET * NEW YORK 19,N. Y. 


CREATES VAST NEW WEALTH .. . CONSERVES NATURAL RESOURCES 


contribute such important benefits as the 
livestock system of farming through which vast 
new wealth is created each year without im- 
pairment of natural resources. 


Exclusive grain farming steadily decreases 
the productive capacity of the land. Every ton 
of grain sold off the farm removes valuable 
fertility and the inevitable result of such mining 
of the soil is worn-out fields lacking in plant 


Under intensive livestock farming crops are 
fed to livestock and the resulting organic mat- 
ter, properly applied, makes the land richer and 
more productive year by year. 

Because of their ability to grow large crops 
of superior feeding quality, livestock farmers, 
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Chefs Need Livestech... Livestock Need (hofs 


EW FACTORS in the national economy 


although comprising a relatively small percent- 
age of the agricultural population, last year 
produced a record 281!/2 billion pounds of meat 
animal products for which they received six 
billion dollars, or 30 per cent of the total cash 


farm income. 


From production, care, 


feeding and manage- 


ment on ranch and farm through the marketing 
to the packer of millions of dollars worth of 
cattle, hogs and sheep each day of the year, 
The Corn Belt Farm Dailies cover every phase 
of the tremendous livestock farming business. 
Issued daily from the four basic markets, these 
publications provide a specialized, prompt and 


exclusive service for which livestock farmers 


willingly pay the highest 
the agricultural field 


A request on your business letterhead will bring the informative 


and handsomely illustrated 


booklet, 


“Livestock Farming.” 


THE CORN BELT FARM DAILIES | 


GENERAL OFFICE: UNION STOCK YARDS, CHICAGO 9, 


subscription price in 


$5.00 a year. 


ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @€6@ ST. LOUIS DAILY LIVESTOCK REPORTER 


THE - PUBLICATIONS - OF - THE - LIVESTOCK - INDUSTRY 
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EDITOR Wanted 
for 
Business Magazine 


Editor to take complete charge of new 
magazine to be published by one of 
the most prominent corporations in 
middle west. Excellent future. Corpo- 
ration is one of our clients and we 
know this to be one of the finest op- 
portunities in publishing in a decade. 


Must have experience as editor or 
assistant editor of publication of type 
of Business Week, American Business, 
Clearing House, etc. Training in eco- 
nomics and business administration 
desirable. 


Please give complete history in first 
letter: age, education, religion, writing 
and editing experience by years, sal- 
ary bracket and references. Enclose 
photograph. Replies held in strict con- 
fidence. 


THE 
GRISWOLD-ESHLEMAN 
COMPANY 
Advertising 


2700 Terminal Tower 
Cleveland 13, Ohio 


WE’RE MIGHTY 
PARTICULAR 
WHOM WE HIRE! 


But we need 
three young advertising men 
right away! 


@ We are one of the three 
largest advertisers in America. 
And we need additional ad- 
vertising management person- 
nel in New York City. 


An opportunity to join our 
company is sought after by 
many men, but recent appli- 
cants include none of the type 
we require. This is a “blind” 
advertisement because use of 
our name might flood us with 
requests for interviews. ° 


If you are a young, person- 
able, well-versed advertising 
man, you may exactly fill the 
bill. We have room for you 
and two others even allowing 
for the return of men now in 
the Armed Forces. Our pres- 
ent personnel know about this 
ad. 


In replying write fully to 
Box 6100, Advertising Age, 
330 W. 42nd St., New York 
16, HN. TF. 


SALES-MINDED 


FOOD TECHNICIANS 


‘ . One of our major clients, producing 
bulk products and scientific flavor specialties, 
used in all branches of food manufacturing, 
has commissioned us to immediately secure 
SEVERAL MEN—energetic, sales-minded Food 
Technicians, and to prepare for additional 
personnel expansion. 


. Men must have had comprehensive ex- 
perience working with and observing many 
phases of food manufacture. These men might 
have sold products such as can and glass 
containers, or specialties—sweetening agents, 
starches, shortenings, flavorings, etc. It is 
possible some applicants may qualify who are 
laboratory technicians, by assignment, and 
who by energy and desire covet the ambition 
to become producers in the field. 


. . « We seek ability from among men who 
are not satisfied with just a salary for a day's 
work, but in addition to wanting basic secur- 
ity, have confidence and a burning urge to 
be rewarded in proportion to results. 


. . « No charge—this is a client service. 
Sell yourself to us—write fully including photo. 
Your letter will be the ONLY means for con- 
sideration and scheduled interview. Qualified 
war veterans amply considered for present 
and subsequent opportunities. 


Bot hile 


SALES CONSULTANTS FOR THE FOOD FIELD 


56 £. WALTON PLACE WHITEMALL 7116 
CHICAGO IT, TLLEINOTS 


WANTED 
ACE COPYWRITER 


by established Chicago advertising 
agency serving big national ac- 
counts. Attractive salary. Future 
for right man. Name accounts you 
are actually writing, state experi- 
ence, supply few copy samples. 


LAYOUT MAN 


With national advertising experi- 
ence. Send samples. Information 
held confidential and your material 
returned. Our organization has 
seen this ad, 


Address 6096, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


Al COPY MAN 


An expanding agency in the Mid- 
West offers an unusual opportunity 
to a top-flight copy man. Agency 
has offices in Chicago, but this posi- 
tion is in smaller city three hours 
away. Opportunity for man who 
weuld like the congenial atmosphere 
of a smaller community. Some un- 
derstanding of the industrial field 
would help. Please write fully includ- 
ing salary needs and interview will be 
riya Our people know about 
this. 
Box 6093, Advertising Age 
100 E. Ohio St., Chicago !1, Ill. 


AN UNUSUAL 
OPPORTUNITY 
FOR ARTIST-DESIGNER 


One of America’s most important 
manufacturers is looking for a man 
to build up and direct an Art De- 
partment, specializing in package 
designing. 


Should be capable of not only di- 
recting the department, but should 
be a craftsman in his own right, 
with ability to create lay-outs and 
designs and when necessary carry 
them to the finished stage. 


Working living 
ideal in city overnight from New 
York. Opportunity unlimited for 
right man. Box 6094, Advertising 
Age, 330 W. 42nd St., New York 
18, N. Y. 


and conditions 


MAYBE THIS IS YOUR SPOT 


A Chicago advertising agency, established 10 
years, with an excellent reputation and com- 
plete recognition, is looking for a _ certain 
man. This man must be thoroughly experi- 
enced,—a proven producer whose work has been 
recognized by substantial accounts. He must 
“‘wear well’’ with clients and be able to 
assume complete responsibility on his accounts. 


This man will be interested in eventually 
having a substantial interest in the agency— 
and its future. At no time will any capital 
investment be required—but the man must 


meet the closest scrutiny. All correspondence 
will be kept confidential and a prompt inter- 
view will be arranged if there seems to be 
mutual interest, 


Box 6097, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Ilinois 


WHAT ABOUT 
TELEVISION? 


Man with fifteen years of motion 
picture writing and production experi- 
ence on theatrical, commercial and 
official Navy films—in addition to sub- 
stantial agency background handling 
important national accounts—seeks a 
position heading motion picture and 
television department of top-flight, 
forward-looking advertising agency. 
Recently put on inactive duty end 
earning $20,000. Gilt-edged references. 

e 
Box 6095, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


THE ADVERTISING MARKET PLACE— 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives 
and “Representatives Available,” 50 cents a line, minimum charge $2. Terms cash with order. All ot 
fications (single insertion rates): % in., $3.50; 1 to 3 in., $6.50 per inch. 

WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHAN 
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Aw 
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HELP WANTED 


HELP WANTED 


ARTIST—Attractive agency spot up 
in the fishing country for good all 
‘round man. Job is permanent. 
Good money and pleasant working 
conditions. Give age, exp., salary 
expected and photo if possible. 
Samples will be returned. 

Box 7188, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR 

By Chicago encyclopedia publisher. 
Complete charge of layout, art work, 
retouching, production. Must be fa- 
miliar with maps, charts, diagrams, 
etc. We want a man with ideas who 
can get things done. Excellent post- 
war opportunity. 

Box 7225, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 
Advertising Salesman — aggressive, 
resourceful man for outstanding 
newspaper in large mid-eastern city. 
Prefer one experienced in national 
food accounts, capable of calling on 
food brokers, manufacturers district 
sales managers. Give full details in 
first letter. 
Box 7211, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EDITORIAL POSITION available, on 
a leading business publication in 
the merchandising field. The job 
includes re-writing, reporting, plenty 
of correspondence with readers and 
preferably either the ability or will- 
ingness to learn the use of camera 
equipment. Please give full particu- 
lars as to salary, and experience, etc. 
Box 7220, ADVERTISING AGE 
330 W, 42nd St., New York 18, N. Y. 


COPYWRITER 

One of nations largest manufactur- 
ers, selling both wholesale and re- 
tail, needs copywriter with ability 
and experience. Excellent working 
conditions, exceptional post war op- 
portunity. Write 
F. C. Page, Personnel Dept. 
Goodyear Tire & Rubber Co. 

Akron 16, Ohio 


WE WANT TO HIRE an industrial 
advertising man to fill a job in the 
advertising department of the A. P. 
Green Fire Brick Company at Mex- 
ico, Missouri. He must be able to 
write good copy, prepare working 
layouts and know production well 
enough to follow through on a job 
from the original idea to the com- 
pleted advertisement, booklet or 
tolder. 

If you think you are the man we’re 
looking for, why not write us about 
yourself. Tell us about your train- 
ing, ability, and experience and what 


salary you expect to make. All re- 
plies will be held in confidence. 
Address them to the Advertising 


Department, A. P. Green Fire Brick 
Company, Mexico, Missouri. 


Long-established midwestern agen- 
ey wants copywriter and layout man 
—mail order background preferably. 
State experience, salary desired. 
Box 7217, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


POSITIONS WANTED 

CHERCHEZ LA FEMME... 
If you want a new slant on your 
copy problems. Copywriter with ex- 
cellent background now available 
for part-time agency assignments. 

Box 7223, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Foods Copywriter—six years’ expe- 
rience, Missouri Journalism Gradu- 
ate, desires connection with Manu- 
facturer, magazine, newspaper, or 
agency. 

BOX 7222, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Trade paper space salesman, capa- 
ble, energetic. Number years’ ex- 
perience. Looking for larger Op- 
portunity than afforded by present 
position. Prefer New York or East. 
Box 7221, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ACE PUBLICITY DIRECTOR 
Well known result getter. Outstand- 
ing writer. Exceptional newspaper 
& Publicity experience. Created 2 
national house organs. Excellent 
contacts. Understands responsibility. 

Box 7219, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


FREELANCE COPY—4-A 1y chi 


biggest accounts, leading | ¢.), New 
Can take one or two Chica» , ¢)j.,MlBaodel 
Box 7227, ADVERTISI> ‘AGr og 

100 E. Ohio St., Chicago |; }); vill 
RED HOT DEAi _ ectors 


orthe: 


Want sales organizati havis 
ere / 


quantity outlets for TOBA: O, 


ARETTE PAPER, ROLL ' 
HUMIDIFIER. Deal retail: vere 
Box 7215, ADVERTISIN ntries 


100 E. Ohio St., Chicago j) 


Ag , 1 ggelub’s 

JOB WANTED ~ he av 

If your product is sold in ero, » vot 
stores, FFR wants.to work for \ hg 
FFR wants the job of keeping \gggtnan | 
abreast of the news, trend. ang’ Med 
velopments affecting the pri cece, ing 
advertising, marketing and -\,.. 4" 
grocery store merchandis: Hum 
Write for a free sample copy of pp tion: \ 


or enter a subscription todiy It 
$3.00 a year for 26 issues chock ¢ ot 
of information of vital interes 
you. FOOD FIELD REPOR? ER ae!” 
W. 42nd St., Room 2120, New y, white | 
18, N. ¥. Inc. \ 


YOULL NEED Mor, 
FERTILIZER IN TOMORROW 

SALES COMPETITIO\: 
From Production to Point-0-ga) 


VISUPLAN 
(Pacemaker of Modern 
Merchandising) 


Make Promotion Dollars 
More! 
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Let’s discuss your product's futyy 
. - in confidence, of course. Wri 


Box 7229, ADVERTISING AGE 
330 W. 42nd St., New York 18, \ 


Lady Artist wants agent to promote 
sales, or agency, studio or business 
firm who needs art work in or out- 
side Chicago. Miss G. G. Howard, 
6078 Newburg Ave. Chicago,. Il. 
Phone Newcastle 1287. 


REPRESENTATIVE WANTED 
Advertising Space Representative— 
Excellent opportunity for “go-get- 
ter” to work mid-west territory out 
of New York office. Will represent 
two of the leading publications in 
the engineering and construction 
field, for old established firm, in the 
field for the past forty years. Start- 
ing salary $5,000 and expenses, plus 
bonus on commission basis. Reply 
giving age, education, experience 
and references. 

Box 7203, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PUBLISHERS’ REPRESENTATIVE 
An exceptional opportunity for es- 
tablished publishers’ representatives 
in Boston and Philadelphia to take 
on advertising sales representation 
of a marine publication of national 
circulation. Give full details, in- 
cluding territory now covered, in 
first letter. 

Box 7218, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, IIl. 


COPYWRITER WANTED 

in small, long established 4A Chi- 
cago agency handling food, drug and 
mail order (home furnishing) ac- 
counts, Capable of writing con- 
sumer, trade paper and some direct 
mail copy. Ideal working condi- 
tions. Permanent position. Rare 
opportunity for one looking for a 
post war future. 

Box 7224, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Commercial Art and Photography 
Salesman. Chicago art and photog- 
raphy studio has opening for sales- 
man who is acquainted with adver- 


tising agencies, art directors and 
buyers. Must be experienced, am- 
bitious, and a worker. Reply in 


confidence giving full details as to 
background, salary, ete. 
Box 7226, ADVERTISING AGE 
100 E. Ohio. St., Chicago 11, Ill. 


MISCELLANEOUS 


Selling by mail. Four of my letters 
sold $100,000 worth of merchandise 
at a cost of less than $1,000, or 1%. 
During March a single letter (2,500 
mailing), sold eight carloads of used 
5-gallon Army gasoline cans. If 
you desire sales letters which pro- 
duce results, or if you have some- 
thing which can be sold by mail, it 
may be to your advantage to in- 
vite me to call. 
J. S. Older, 707 Jackson Blvd., 

Chicago 6, Ill. Phone Franklin 1710. 


ARTIST or LAYOUT MAN 
Have fine private office, north light 
available for Artist. Will furnish 
work to absorb rental. May consider 
free lance copyman or account ex- 
ecutive wanting to start on own. 

Cc. J. OLLENDORF—Advertising 
State 7392—Builders Bldg., Chicago 
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EXCELLENT 
OPPORTUNITY 
for 
Sales Promotion 
Manager 


Well-established, progressive 
Detroit manufacturer seeks 
man experienced in home ap- 
pliance merchandising. You 
will be in charge of depart- 
ment, actively participating in 
sales planning and advertis- 


ing. The position is new, per- nd P 
manent, offers plenty of room Stillso 
for self-development. Our own a 
employees know of this adver- Cochr 
tisement. Please write in aes 
detail concerning your experi- ’ 
ence, education, age, salary Tru 
expected. All replies wil! be _ Tr 
confidential, and destroyed if wok 
we do not contact you within wil 
72 hours. does 
ead) 
Box 6099, ADVERTISING AGE ustri 
100 E. Ohio St., Chicago 11, Ill. on 
form: 
gun ; 


are at home . 


‘Mr. M. F. Gee IS NOT A TRANSIENT! 


The men who work in the manufacturing plants of Pantagraph Land are 
here to stay. War assignments are being carried out in converted plants— 
plants that were busy before the war turning out over $40,000,000 worth of 
products annually. These plants will be even busier after the war when they 
return to the manufacturing of civilian goods. Bloomington, the industrial 
center of Pantagraph Land, has an EFFECTIVE PER CAPITA BUYING 
INCOME of $1,671.00*—the highest in Illinois. The income of people who 
. . people who spend their money at home. Pantagraph Land 
offers this wealthy industrial market—plus rich agricultural market with an 
annual production of foodstuffs valued at more than $65,000,000. Reach 
this responsive Central Illinois market through The Daily Pantagraph— 
the ONE NEWSPAPER that is FIRST (in fact—alone) 
Pantagraph Land, with 84% coverage of McLean County, 71% coverage of 
the Primary Trading Zone. 
“Sales Management Estimate for 1943 


Gilman, Nicoll & Ruthman, National Representative 


PANTAGRAPH 


SINCE 1846 


in coverage of 


LAND 
Che Daily Pantagraph 


BLOOMINGTON, ILLINOIS 
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{rt Directors 
Sward 13 Medals 


‘; Annual Contest 


Picture on Page 55) 

New York, March 29.—Thirteen 
de) awards in nine categories 
iJ] be presented by the Art Di- 
tors Club of New York at its 
rthcoming exhibit to be held 
ere April 10-28. The selections 
vere made from a total of 5,820 
ntries, the largest number in the 
jyb’s history. For the first time, 
he awards this year were made 
» yote of the entire club rather 
han by a selected jury. 

"Medal awards went to the fol- 


lowing: 


Human interest group, color illustra- 
tion: Wyeth, Inc. Compton Advertis- 
ing, Inc., agency. Douglas Crockwell, 
artist. (Cordon Aymar, art director. 

' Human interest group, black and 
white photo; Macfadden Publications, 


Inc. Walter M. Swertfager Company, 
agency. Lejaren A. Hiller, artist. Wil- 
iam Dahlmann, art director. 

~ Atmosphere mood group, color illus- 
tration: Farnsworth Television & Ra- 
dio Corporation, N. W. Ayer & Son 
agency. Robert Riggs, artist. Walter 
Reinsel, art director. 

{Atmosphere mood group, black and 
white illustration: John Hancock Mu- 
tual Life Insurance Company. Mc- 
Cann-Erickson, Inec., agency, Steven 
pohanos, artist. Daniel W. Keefe, art 
director. 

Style glamour group, color photo: 
Chen Yu (Associated Distributors, 
Inc.). Ruthrauff & Ryan agency. John 
Rawlings, artist. Norman J. Philips, 
art director. 

Style glamour group, black and 
white illustration: Saks Fifth Avenue. 
Dora De-Vries, artist. Juke Goodman, 
art director. 

Humor group, black and white illus- 
tration: American Safety Razor Cor- 
poration. Federal Advertising Agency, 
agency. Peter Arno, artist. MacGre- 
gor Arniston, art director. 

Product group color illustration: Ha- 
walian Pineapple Company, N. W. 
Aver & Son, agency. Miguel Covarru- 
bias, artist. Al Giesecke, art director. 

News war group, black and white il- 
istration: Curtiss Wright Corporation, 
McCann-Erickson, Inec., agency. Rob- 
ert Riggs, artist. Daniel W. Keefe, 
art director. 

Editorial group, color illustration. 
Ladies’ Home Journal (Curtis Publish- 
ng Company). Al Parke, artist, 
Frank Eltonhead, art director. 

Editorial group, black and _ white 
photo: Vogue Magazine (Condé Nast 
Publications, Inc.). U. S. Signal Corps, 
artist. Alexander Liberman, art direc- 
tor. 

Booklets group: West Virginia Pulp 
nd Paper Company. Rogers-Kellogg- 
Stillson, agency. Bradbury Thompson, 
designer and art director. 

Advertisement design: Jacqueline 
Cochran. Paul Rand, artist and art 


adirector 


True Story’ Goes Pony 


_ True Story, New York, will pub- 
lish a special armed forces edition 
beginning in June. This edition 
will carry no advertisements and 
does not replace those copies al- 
eady going abroad through Army 
ustribution (AA; Feb. 26). This 
s the second Macfadden publica- 
ion to be printed in the special 
lormat, True Detective having be- 
gun a pony edition in January. 


To Headley-Reed 


WGL, Fort Wayne, Ind., has 
lame = Headley-Reed Company, 
ed York, as national sales repre- 
entative, 


—,... 


—.... 


DISPLAY 
MANAGER 


‘AJOR AIRLINE needs 
Display Manager with cre- 
tive ability and fresh ideas 
r window displays, cam- 
‘as, tie-in displays, bill- 
oards, exhibits, etc. Should 
ave full knowledge of and 
e able to expedite display 
roduction. Give complete 
etails of past experience, 
arnings record, etc. In- 
ude photo, age, draft sta- 
us, salary expected, etc. 
*hotos or samples of work 
re invited, 


Sox 6092, Advertising Age 
100 E. Ohio St., 


L Chicago 11, Ill. 


Newsprint Orders avoided any change in the amount 
° of paper they will be permitted to 

Cut 6%; Usage | } 
Meanwhile, the requirements 
committee is allowing sufficient 
Washington, March 28.— Final| groundwood and book papers dur- 
WPB instructions to balance sec-|ing the second quarter, compared 
and requirements went out to pub- As a result of the curtailment in 
lishers today, ordering them to} paper production, it is expected 
dian mills by 6%. asked to cut their buying by 13% 
By curtailing their current pur-|and book publishers by 15%. 


the newspaper publishers have} 
use during the next three months. 
Is Not Reduced pulp for only 451,900 tons of 
ond quarter newsprint supplies| with 487,500 tons during the first. 
scale down their orders on Cana-|that magazine publishers will be 
chases and drawing on inventory| There will be no change in con- 


sumption quotas, however, with | tary station to the Pacific Coast 
the publishers dipping into inven- | Network. Owned by Central Val- 
tory for the necessary supplies. ley Broadcasting Company, the 
Meanwhile, OPA today granted|station operates on 250 watts, 
a $3 per ton increase to manufac-/ 1340 kc. 
turers of newsprint, on the aba 
that increased cost of pulpwoo 
has forced industry earnings be- | CORN —HOCS — OATS — CHICKENS 


low the peacetime level. The price 
ST. JOS 
iS 


is now fixed at $61 a ton, after 
a 


three war-time increases, the most 
recent in September, 1943. 


KCRA Joins NBC 


KCRA, Sacramento, on April 
15 will join NBC as a supplemen- 
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They're talking about a 120 billion-dollar economy 
after the war. 

That means twice as much to sell and thousands 
of new products to put across. 


It also means that the more-than-a-million pace- 
setting families who read TIME will be more impor- 
tant to advertisers than ever before. 

Evidence? Poll any list of the people you are most 
interested in selling after the war: people with 
money — people with the habit of accepting good, 
new ideas — people with the power to influence 
others . . . in almost every case you will find you can 
reach as many of them through Time as through any 
other magazine (and far more economically )—and 


‘In TIME. ... You Will Find 
Tomorrows Best Customers” 


that Time, the Weekly Newsmagazine, is head and 
shoulders their first choice magazine. 

Poll younger executives, Army and Navy officers, 
best food store customers, best drug store customers, 
air line travelers, college graduates, boards of di- 
rectors, hotel guests. The same answer turns up 
again and again... TrMeE. 

The more-than-a-million families who read Timer 
from cover to cover each week come closer to being 
America’s key million families than does any other 
group that has ever read any other magazine week 
after week. 

And many advertisers, seeking reinforced cover- 
age where coverage means the most, are starting 
their post-war publication lists with Tre. 


A Great Consumer Magazine 
offering you more than a million best customers—- 
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YOURE TELLING ME? ITS THIS 
WAY EVERY TIME THE Boss 
RUNS AN AD IN THE UNION-STAR 
---MY FEET ARE KILLING ME 
AND I'VE GOTA 

HEAVY DATE 

TONIGHT 


t2 


Tue poor working girl. We sympathize with her 
but can we help it if'so many people prefer the 
Union-Star? With its substantial lead in City Zone 
circulation for over ten consecutive years, it is 
now delivered to more than three out of every 
four homes. It is the number one choice 
Schenectady by leading national advertisers. 


KELLY-SMITH, National Representatives 


CATALOG COVERS and BINDERS 
—good ones—can be had from 
Beaverite—but not yesterday. 
From 2 to 6 months is the general 
rule—and that's good. 


Imagine what the rush will be like when the 

ca green light goes on...isn't it common sense 
to do something now about the catalogs 
and binders you know you're going to need 
in a few months? 


Tell us your requirements and let's get started—we'll 
help all we can with samples and prices—and we'll 
tell you what we can do for you on delivery. 


4-BP-2 


 BEAVERITE PRODUCTS, IN 


3S DE WITT STREET, BEAVER FALLS, NEW YORK 


GMA Offers 


5-Point Program 
to Aid Veterans 


New York, March 28.—A five- 
point program designed 


lem from a 


of America, set up on March 2 to 
prepare the way for returning vet- 
erans. 

The committee, headed by R. B. | 
Scull, president of the William S. 
Scull Company, Camden, N. J., rec- 
ommends: (1) “that each grocery 
manufacturer set up a complete | 


have left to enter the armed serv- 
ices, showing which ones were | 
‘permanent’ and which ones were | 
‘temporary at the time they left”: | 
(2) that “each company determine | 
how far it can go beyond the nin- 
imum requirements of the law 
(with) every member of the com- 
pany’s supervisory staff... fully 
informed on the requirements of 
the law and the company’s policy 
in order that they may work prop- 
erly with the returning veterans”; 
(3) that “each company make a 
study of all existing jobs to deter- 
mine which could be filled by vet- 
erans with different handicaps”’; 
(4) that communications be sent 
to all of its ‘regular’ employes now 
in military service telling them of 
the policies adopted and conveying 
assurances that they are wanted 
back with their old company,” and 
(5) that “every effort possible be 
made to provide re-employment 


|or bad, Rep. Vorys insists. 


| whatsoever 


record of all of its employes who M 


|ager of the Fresno Bee. 
|; ceeds Leighton Stephens, who has 


for the ‘temporary’ employes who 
are now in military service,” even 
though they do not have the same 
employment rights under the Se- 
lective Service Act. 

Response to a recent question- 
naire sent out by GMA showed 
that most grocery manufacturers 
anticipate a substantial expansion 
of their businesses after V-E Day, 


dustry leaders expect few recon- 
version problems and are confident 


thousands of additional men, he 
added. 


‘Collier's’ Award 
to Congressmen 
Called Illegal 


Washington, March 28.— First 
strong opposition to Collier’s plan 
for an award to outstanding Con- 
gressmen was heard in the House 
today, when Rep. John M. Vorys, 
Ohio Republican, denounced the 
proposal as illegal, under a statute 
prohibiting gratuities which may 
influence the votes of members of 
Congress. 

“T have no doubt that this prize 
is offered in the utmost good faith, 
with the purpose of strengthening 
Congress, and adding to the pres- 
tige and importance of Congres- 
sional service,” Mr. Vorys said. 

“After discussing this matter 
with my colleagues and reviewing 
the traditions and laws affecting 
Congressmen, I am of the opinion 
that the prize is not in accordance 
with our best traditions, that its 
offer or acceptance may possibly 
be a violation of the law, and that 
it may establish a very bad prece- 
dent which its donors do not con- 
template.” 


Would Give $10,000 


Under the Collier’s plan, prizes 
of $10,000 would be given to the 
Congressman and Senator judged 
by a committee of distinguished 
citizens to have done most for the 
|country during the year. The cri- 
|terion of the award, to be made 
| by a committee headed by Owen 
|D. Young, will be statesmanship 
|and national service. 
| According to Rep. Vorys, the 
| award runs into a statute imposing 
a fine and imprisonment for any 
|member of Congress who 
“directly or indirectly ask, accept | 
and receive any money, property 
or other valuable consideration or 
gratuity with intent of having his 
action, vote or decision influ- 
enced.” 

The law makes no distinction as 


shall | 


said Paul S. Willis, president. In- 


they can take back not only all | 
former regular employes but also | 


“The 
purpose is clearly to prohibit any 
outside financial consideration 
from any action by 
Congressmen.” 

“Suppose some other organiza- 
tions and institutions, such as 
business groups and labor groups, 


to ap-|decided to award Congressional 
proach the returning veteran prob-| prizes based solely on statesman- 
“practical, realistic! ship and national service? 
point of view” has been drawn up|of these groups could afford to 
by the employe relations commit-|award extremely substantial 
tee of the Grocery Manufacturers | amounts. 


Some 


Does anyone believe 
that practice could grow and flour- 
ish without influencing members 


|of Congress?” he asked, 


'McClatchy Papers 
‘Switch Ad Managers 


Eleanor McClatchy, president of 
cClatchy Newspapers of Califor- 
nia, has announced several 
changes in the business depart- 
ments of the Fresno, Modesto and 
Sacramento Bee papers. 

Max Armstrong, recently dis- 
charged from the Marine Corps, 
has returned to his former posi- 
tion as national advertising man- 
He suc- 


been appointed national advertis- 
ing manager of the Sacramento 
Bee. Jay W. Loughner, head of 
the merchandising service division 
of the Fresno paper, becomes di- 
rector of national advertising of 
the Modesto Bee. Arvey R. Drown, 
city circulation manager at Fresno 
for 12 years, becomes circulation 
manager at Modesto. 

A new promotion department 
has been established for the Mc- 
Clatchy Newspapers and the Mc- 
Clatchy Broadcasting Company. 
Initial members are Everet S. 
Peterson, sales manager of the en- 


graving department at Sac) 
and manager of the MM; 
Newspapers’ job printing 
and Bradley Riter, forme; 


motion editor of the Sac nail 
Bee and later assistant cj: edi. 
tor. " 
CBS 1944 Income 
Totals $4,678,361 

Net income for 1944 0; Qpe 
after tax deductions, was $4,678. 
361 as compared with $4 535 94 
during 1943. Gross come 
amounted to $84,905,830, compare: 
with $75,166,440 in ’43. 7 

The annual CBS report jn¢] 


a statement by Paul W. Ke 
executive vice-president,  |istj; 
the three outstanding develo, 
ments at the network last year , 
D-Day invasion broad 
electronic equipment 
for the Navy for D-Day, m 
which is still secret, and the CBs 
proposal to move postwar tele. 
vision to higher wave lengths. 


ABC Adds Members 


Audit Bureau of Circulation 
has admitted the following pub. 
lisher members: Magazines: Bang 
Leaders, New York; Eagle Maga. 
zine, Milwaukee; Rod & Gun in 
Canada, Gardenvale, Que.:; an 
See, Thrilling Comics Group, an 
Tune In, all of New York. 
ness paper: Tire Rebuilders News 
New York, and daily newspaper 
News-Review, Roseburg, Ore. 


Canadian Sales | Meeting 


A one-day conference of repre. 
Ad- 
Federation 
will be held at the Royal York 


sentatives of the Canadian 
vertising and Sales 


Hotel, Toronto, April 23. 


Busi- 


| 
| 
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ings on personal checks were over $250,000,000! Nort! 


Dakota headed the nation 


Free & Peters! 


| to whether the influence is good 


HE SIGNS “ 
HIS CHECKS © 
PILAS SIMPSON! 


We've been telling you for years that our hayseeds, ou! 
here, are in the dough. Well, in 1944, the average Nort: 


Dakota farmer’s income was $7,250! Fargo’s bank clear- 


in four of the six drives... . 


If you’ve been missing Fargo and the amazing Rei 
River Valley, you've missed one of America’s re«! 


miracle markets. Let us send you the facts — or as‘ 


W DAY, inc 


—" we _ 
NBC << 


FARGO, N. D. 


Affiliated with the Fargo Forum 
970 KILOCYCLES ... 5000 WATTS 
FREE & PETERS, INC., NATIONAL REPRESENTAT' VES 


in per-capita E-Bond sales 
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FL, ClO Unions 
id Co-Op Fight 
gainist NTEA 


Waukegan, Ill, March 29.— 


told Zander, general president 


the State, County, and Munici- 
| Employes of America, AFofL, 


‘qd Joseph Matteson, regional di- 


ctor of the United Auto Work- 
- ClO, told delegates to the 
Ops and Labor Conference on 


rganization here last week that 


eir organizations will back the 


‘nsumer co-ops, opposition to Na- 


nal Tax Equality Association 
Forts to obtain income taxation 
» cooperatives (AA, March 26). 
gander told the 300 delegates 
)d visitors that “there are plenty 
people who do not rest a minute 
their fight against labor and 
e cooperative movement. We 
e all in the same boat and it 
i] take the combined strength 
all progressive forces to defeat 
e attacks.” 

Matteson declared that “our or- 
nizations should do everything 
hssible through our legislative 
mmittee and political action 
oups to prevent restrictive legis- 
tion aimed at stifling the growth 
co-ops.” Delegates attended 
on 43 local unions and other 
br organizations and from 16 
ynsumer co-ops in 15 cities. 


Co-Op Ads to Fight NTEA 


Meanwhile, local cooperatives 
roughout the country are being 
ged to advertise locally to coun- 
rat NTEA influence. Taking 
e initiative along this line is 
idand Cooperative Wholesale, 
inneapolis,, with cooperatives in 
innesota, Wisconsin, and Iowa. 
prly this year a series of 14 ads 
as run by 16 cooperatives in the 
ebster City, Ia., area -in the 
nily Freeman Journal. 
To “safeguard the American 
msumer’s pocketbook,” directors 
National Cooperatives, Inc., 
icago, central buying organiza- 
n for 18 regional cooperative 
holesales and associations in the 
mited States and Canada, re- 
ntly adopted a definite labeling 
licy for co-op products. The 
)-op label will appear, the board 
mnounced, “only on _ products 
presenting definite consumer 
and value for purposes for 
hich such products are in- 
nded.” The declaration pro- 
des that “in all cases where pa- 
ons demand goods that are to 
r knowledge uneconomical in 
e, shoddy, wasteful, harmful or 
r any reason represent a poor 
ue, such products shall be de- 
ed the co-op label. . .” 


Colors Identify Grades 


When several qualities of the 
me products are to be handled, 
€ board decided, the highest 
ality will be identified with the 
~o~p red label, second quality 
fnge with the co-op blue label, 
id if a third quality, with the 
“op green label. ‘Where but 
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one quality is represented, its 
co-op label will be any suitable 
color,” it was announced. In each 
case, National Cooperatives, to- 
gether with the commodity com- 
mittee concerned, will be respon- 
sible for the quality of a given 
product and will specify and sup- 
ply the technical material to ap- 
pear on the label. A sales and 
advertising committee, responsi- 
ble for promotion and distribut- 
tion, will determine the merchan- 
dising content, appearance, dis- 
Co-Ops’ and Labor Conference on 
material on the label. 


KGW Cuts Out All 


News Commercials 


Station KGW, Portland, Ore., 
going a step further than NBC, 
which has ruled out middle com- 
mercials, has eliminated all mid- 
dle, beginning and ending com- 
mercials, and will broadcast news 
as a sustaining feature only. 

“At this crucial time of history- 
in-the-making by the minute, we 
believe news broadcasting is more 
than ever a public service,” Arden 
X. Pangborr, managing director, 
announced. “News is different 


from other normal radio fare, and 
as such must meet the test of dif- 
ferent programming standards.” 


Joins McAlpin Co. 

Mrs. Marie Brookshire, formerly 
with Macfadden Publications and 
Station WGN, Chicago, has been 
appointed advertising manager of 
the McAlpin Company, Cincinnati. 


WEEU, WRJN to Blue 
WEEU, Reading, Pa., and WRJN, 

Racine, Wis., on June 15 will join 

the Blue Network as basic supple- 


49 


mentary outlets. WEEU, owned 
by Berks Broadcasting Company, 
operates on 1,000 watts, 850. kc., 
and WRJN, owned by Racine 
Broadcasting Corporation, oper- 
ates on 1,400 kc., 250 watts. 


PUBLIC 
RELATIONS 


COUNSEL 
LOUIS E. DELSON 


624 S. Michigan Ave., Chicago 5, tl. 
Big Direct Mail Bus. Dev. Kit $1 
FREE SALES PROM. EXHIBIT 


MEET 
PROXY 


VISIT OUR 


Concerted action on the part of us all—mill- 
man, distributor, printer and ultimate user —is 
a “must” if we are to weather the war-time 
paper crisis. And the record shows there has 
been this cooperative effort up and down the 
line. More careful buying, better use of paper, 
conservation wherever possible; these rules— 
the order of the day—have been followed. 
More of the same is still needed, though, before 


we reach smooth sailing ahead. 


Lithograph by James E. Allen 


A STRONG PULL TOGETHER DOES IT 


As in every tough situation, there’s a glimmer 


of light. The careful war-time use of paper has 


emphasized the importance of the right paper 


for each job . . . a healthy indication for 


the industry's future. International Paper Com- 


pany, 220 East 42nd St., New York 17, N. Y. 
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Motor Makers Map! 


Plans for Future 
Sales Growth 


(Continued from Page 2) 


announced late in 1944, will run to 
March 21, 1947. Under them, 
Packard may not revoke its fran- 
chise without cause and with less 
than a 90-day notice. A “sales 
area protection plan” guarantees 
issuance of new agreements, with- 
in 60 days, in event a governing 
distributor’s contract is terminated, 
and provides for refunds on ex- 
cess cars at announcement time 
and in event of price decreases. 


Want 2,000 Dealers 


Under a new cooperative adver- 
tising pool plan, Mr. Slack said, 


aay, 


ACINE 


‘or 7000 meee 


«RACINE, WISCONSIN 


THE ALLEN-KLAPP CO. + SEN TATIVES 


The ADURNAL-TIMES | 


“Packard’s relative ‘per car’ con- 


tribution is larger than that pro-| 


vided by many competitive con- 
tracts.” 

In its record year, 1937, Pack- 
ard distributed 104,959 cars. In 
1941 its figure was 74,225. Tenta- 
tive plans call for resumption of 
production at an annual rate of 
72,000, probably in three or four 
models. Packard hopes to get on a 
basis of 125,000 annually within 
three to six months after produc- 
tion starts, and then to reach the 
200,000-mark when restrictions are 
lifted. 

A total of 267 new dealer agree- 
ments were signed by Packard in 
the last half of 1944. By mid- 
1945 the company expects to have 
2,000 dealers, as compared with 
1,548 in 1941. 

On a basis of 200,000 cars an- 
nually, the annual cooperative ad- 
vertising pool “should virtually 
triple the local advertising of these 
dealers, as compared with the 
yearly amount expended from 
1937 through 1941.” 


Frazer ‘Starts Over’ 


J. W. Frazer, who moved last 
year from Willys-Overland to be- 
come chairman of the board of 
Graham-Paige, cited the fact that 
G-P stopped making automobilés 
in 1940. “Consequently, our for- 
ward planning cannot be com- 
pared with past policies and per- 
formance. 

“Our postwar plans contemplate 
the introduction of both automo- 
biles and a line of farm equipment. 
The latter will consist of a new 
tractor incorporating many ad- 
vanced features as well as some 
of the more widely used direct- 
attached implements, such as plow, 
disk, harrow, mower, etc.” Gra- 
ham-Paige also has acquired man- 
ufacturing and selling rights to 
the Rototiller, which plows, disks 
and harrows in one operation. The 


9,200 MINUTES 


5 SOLID BROADCAST DAYS 


SOUTH BEND Men’s Clothing Stores used that much 


PLUS 


pregream time, 


1,192 spot announcements, on 


WSBT in 1944. Like department stores,* time purchases 
by such accounts are exceptionally high—be« rause South 
Bend KNOWS what Hooper SHOWS 
preference for W SBT 


women and children! 


: that South Bend’s 


is overwhelming — among men, 


* South Bend Department Stores 
bought 23,020 minutes (21 solid 
broadcast days) of program time, 
PLUS 8,138 spot announcements 
on WSBT in 1944. 


960 KC — 1000 WATTS 
COLUMBIA NETWORK 


PAUL H. RAYMER COMPANY 
National Representatives 


| 


|throughout the war 


Lets Ger 


ASSOCIATED 


er WATER ASSOCIATED. ‘ou co. ’ 


atte ies 


MAINTENANCE THEME—Individual phases of car maintenance are the sub- 
jects of a new series of 24-sheet posters now being shown by Tide Water 


Associated Oil Co. in six western states. 


The posters feature the Associated 


dealer and sell service rather than products. 


Rototiller will be made in both a 
hand-operated, motor-driven size 
for small acreage and in a tractor 
model for large-scale operations. 
Graham-Paige, Mr. Frazer said, 
“will have an entirely new car— 
built from the ground up. It will 
be beautiful, although not bizarre; 
roomy enough to seat six passen- 
gers comfortably, and will be 
powered by a six-cylinder engine. 
Emphasis will be given to ease of 
handling and riding qualities.” 


May Handle Two Lines 


Both farm equipment and motor 
cars will be sold through distribu- 
tors and dealers. “Our discounts 
will be competitive. Our sales 
agreements will incorporate terms 
mutually fair and broad in scope. 
In some instances the same dis- 
tributors or dealers will be per- 
mitted to handle both types of 
products. Each case will be de- 
cided on its merits. 

“In addition to our facilities at 
Detroit, we have a plant in War- 
ren, O., a subsidiary operating as 
Warren City Mfg. Company. The 
facilities of that plant are designed 
for fabricating and machining 
heavy industry items. A number 
of different projects which lend 
themselves well to such an opera- 
tion are being considered, although 
we cannot now release any specific 
information regarding them.” 

Jeep-maker Ward M. Canaday, 
chairman of the board of Willys- 
Overland, replied that “it is too 
early to discuss the subjects you 
suggest in a way that would be 
helpful. . . We do not believe that 
any impetus should be given at 
this time to the plans and activi- 
ties of retail selling of motor prod- 
ucts. 


Plans Not Completed 


“We have great confidence that 
at the conclusion of the war re- 
strictions, this country will enter 
into a period of great industrial 
peacetime prosperity, and our | 
plans are made with the expecta- | 
tion of continuing a high rate of | 
employment and receiving our 
proper share of the business.” 

A. VanderZee, vice-president of 
Chrysler Corporation, said: “We 
are not able to answer the ques- 
tions you have asked. . . We are 
not now in a position to deter- 
mine how we may be able to 
handle business when we are again 
permitted to make automobiles.” 

Similarly, M. M. Roberts, man- 
ager of advertising and merchan- 
dising of Hudson Motor Car Com- 
|pany, replied that “at present we 
are not able to supply this infor- 
mation.” 


Buick Dealers Ready 

W. F. Hufstader, general sales 
manager of General Motors’ Buick 
division, found that the questions 
“involve too detailed a discussion 
to present at this time. 

“The Buick dealer organization 
has remained substantially intact 
period and is 


PARDON US 
Some New Customers 
Are Waiting For You 
if yeur business is in something 
to eat or drink 


that really r the “invita- 
tion te buy.” For the Negro looks 
te his race aress with confidence 
the leyalty. Your apt wpe in 
~ gt can w the response 
~ yh. of this 7 bil- 
tion d lar By et the facts on 
seme of the success stories built by 
advertising in this live field. Drop 
a letter or pest card today to 


Interstate United Newspapers, Inc. 


. . OF something to wear, or just | 
about anything. ogy a market | 


545 FIFTH AVENUE, NEW YORK | 


in a strong position to resume the 
sale of automobiles. . . The factory 
is naturally continuing a very 
close relationship with its dealer 
body ... and has maintained a 
program designed to assist its deal- 
ers in holding it. 

“Judging from past experience, 
in which the Buick retail organ- 
ization expanded its volume ap- 
proximately nine times from 1933 
to 1941, I am confident that this 
organization will take the expected 
postwar expansion volume in its 
stride.” 


FTC Clamps Down 
on Advertising 
of Military Goods 


Washington, March 29.—The 
FTC put out a gentle reminder 
today that it is interested in mak- 
ing sure that all the merchandise 
sold as surplus or rejected mili- 
tary equipment is just what the 
advertising says. 

The reminder came in the form 
of a stipulation with “A. and N. 
Trading Company,” local equiva- 
lent to an Army and Navy store, 
providing for clarification of A. 
and N. advertising of reject Army 
combat boots. 

Though only a small item in it- 
self, the action was an indication 
that the FTC will be available 
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when it is found that ; 
passing off as military g 
chandise which never 
Army inspectors. 

The stipulation with th. 
N. Trading Company” 
that in advertising, la 
selling merchandise the ; 
avoid any representation 
that such merchandise w 
factured for the armed 
under Army or Navy 
tions unless it is regulati:; 
or Navy merchandise. 

The company had aid 
that it was selling “Arm. 
boots” which were “regulati 
every detail.” Accordin 
stipulation, the boots, even 
originally manufactured 
Army, either had been 
after official inspection 
been determined by the m: 
turer as not complying wi 
cifications. 


Haire Names Six 


to Direct Trade Groups 

Haire Publishing Company, Ne 
York, has appointed six membe 
of the company to direct varia 
trade groups. Walter F. Beck 
has been appointed advertising ¢ 
rector, and Arthur I. Mellin, e 
torial director of the fashj 
group, including Corset & Unde 
wear Review, Fashion Accesy 
ries, Infants’ & Children’s We 
Luggage & Leather Goods x 
Notion & Novelty Review. 

Laurence S. Kunstler becom 
advertising director and Juli 
Elfenbein, editorial director of t 
home furnishings group, which 
cludes Crockery & Glass Journ 
Home Furnishings Merchandis 
House Furnishing Review and L 
ens & Domestics. Also named we 
John F. Hyde and John Reg 
advertising director and editori 
director, respectively, of the ai 
tion group, including Airport | 
rectory, Airports, Aviation Equi 
ment and Aviation Equipment Ré 
Book. 


To Nicholson Ad Post 

George R. Ashbey has been 2 
pointed advertising manager of tl 
Nicholson File Company, Pro\ 
dence, R. I. 


In the Ark-La-Tex area, KWKH—with 
its 50,000 watts—is the No. 1 medium, 
with full coverage and SELLING 
POWER in this prosperous market. 


EP OoR?, a 


Represented by The Branham Co. 
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aytheon Seeks 
CC Approval of 
icro-Wave Span 


New York, March 28.—The crea- 
nn of a coast-to-coast television 
id broadcasting network by 
icro-wave radio links between 
tions erected atop nine moun- 
in peaks Was given new impetus 
is weex by Raytheon Mfg. Com- 
ny, whieh revealed that an ap- 
ication for the stations had been 
ed with the FCC in Washington. 
The application calls for sta- 
bos OF Mountains in Washing- 
1, California, Nevada, Utah and 
lorado. Subject to FCC ap- 
oval, ‘he proposed system would 
vide channels for television, 
pguency modulation and stand- 
dq broadcasting, as well as a 
icro-wave relay chain, a public 
| system, highway control traf- 
and police master stations. 

On April 5, Raytheon stockhold- 
. will vote on a plan to acquire, 
a wholly-owned subsidiary, a 
w corporation owning all of the 
pperty and assets of the present 
mont Radio Corporation. 
Another application to the FCC 
» a mountain-top system has 
en made by American Tele- 
ne & Telegraph Company. This 
twork would consist of seven 
lay stations between New: York 
d Boston. 


kT ADDS SUPPORT 
ICRO-WAVE CLAIM 
New York, March 28.—To prove 
claim as originator of micro- 
bve, International Telephone & 
egraph Corporation is sponsor- 


te . 
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= = |at breakfast time. The company | mit that the plan was not a “dead! sight as | t $ 
New Varieties | has no advertising plans, but does | duck,” they did say that it saat | cord-balibere’ sata tad: is 


= e | have national distribution, with an | with a greater response in the! 
Hit Market, Easin output of 2,000,000 per day. This|smaller towns than in the large | 
| figure, however, includes two other metropolitan areas. Opens A-l Sauce Drive 


Smoke Shortage brands, Mapleton and Stratford.| The reason for the failure. it is| 
oe : -= - , *|_ G. F. Heublein & Bro., Inc., 
An interesting sidelight is the re-| said, lies not with the wholesaler, | Hartford, Conn., is using small- 


(Continued from Page 1) port that many wholesalers have| but with the small retail ar 
| : ve | er, many |< : ; : a 
with varying degrees of frequency bought stock in the company in| of whom have refused to put ith throudhaut the voce ee 
throughout the eastern area.| order to get allotments. plan into operation. However, | mote A-1 sauce Part of the sien: 


Plans are now being formulated| _ Another brand being introduced| where the plan has been used i 
for an advertising campaign| this week is Lion, which is an-| most retailers have admitted that] oyough Lawrence * Daag: 
through Arthur Rosenberg Com-| other 21-cent seller. It has an/it solved all their problems, and_| will urge © a rt ] ar . — 
pany, Inc, New York. At the/initial production of 2,000,000.! that they can keep cigarets in plain | gardens a oe 
present moment Lady Hamiltons| Royal Tobacco Corporation, New 
are being manufactured at the York, is the manufacturer. No 
rate of 750,000 per day. advertising is planned. 
Fleming-Hall Company, Inc., The introduction of these 
New York, has been manufactur-| >rands coincides with the recent | 
ing and distributing Coffee-Tone|report that the cigaret-rationing| ff 
cigarets at 21 cents for about two| Plan of National Tobacco Distri- 
weeks. Blended, according to the|butors, Inc., is meeting with 
manufacturers, with the “finest”|}|varying degrees of  success| 
coffee, these cigarets emanate an| throughout the country. Although | 
aromatic reminder of the kitchen| NTD officials were quick to ad- 


Bos, ENS 


Special Editions, sections, pages are sold solid 
and soundly on on insured Program. Free 
survey at ycur request! 


PORTSMOUTH, NEW HAMPSHIRE 


SResProme se: oe 


The New York Times Magus 


a one-shot 650-line ad in 19 
wspapers in New York, Chicago, | 
n Francisco and Washington. | 
Theme is “That’s How Micro- 
ave Was Born.” Copy gives the 
tory of micro-wave, dating back 
its inception in 1931, and says, 
faturally many variations of 
ch experimental systems have 
pwn out of the original IT&T 


among the 


cro-wave.”’ 
Ads also point out the contribu- | 
m of micro-wave to airplane | 
mmunication, navigation and/| 
pic control, and predict its) 
any future uses in television and 
rer fields. Final clincher: 
. all this will stem back to 
pioneering experiment by 
&T scientists. For that’s how 
icro-wave was born.” 
Full-page ads with similar | 
eme, but different copy, are ap- | 
ating in Newsweek and Time. | 
arschalk & Pratt is the agency. | 


ilms Lake Trip | 


Seven Days Adventure,” a 40- | 
inute sound film in color, has | 
ren completed for the Georgian 
y Lines, Chicago, by Atlas Edu- 
tional Film Company, Oak Park, 

and is being made available, 
e of charge, to interested 
oups by the steamship line. The 
m pictures a vacation cruise on 
€ Great Lakes, with historical 
hla On the lake ports. 


ppoints Lewin 

pimus Equipment Company, 
dawan, N. J., manufacturer of 
eal washing and drying equip- 
fit, has appointed the industrial 
islon of A. W. Lewin Company, 
vark, to handle its advertising. 


WANTED 
PACKAGING SALES ENGINEER 


The ‘ype of man we are looking 
& knows packaging machinery 
tnd ha. sufficient ability as an en- 
‘eer to suggest adjustments or 


Psign new devices for automatic 
Pickay og operations. 
He shold be ingenious enough to | 
Hevelo new package constructions || 
iid m ke them work. He should | 
1’ ‘ve personality to sell his 
“eas | top ranking manufacturers 
Aid Work harmoniously with our 
“™pary sales and product person- 


you can qualify, a big oppor- 
li . . 

ity waits you with one of the 
“ntr s largest and most pro- 


essis organizations. Write Box 
os, A vertising Age, 330 W. 42nd 
~Ne- York 18, N. Y. 


TOP TEN 
magazines 


in advertising volume 


| Newsweck 


Out of 127 major 
magazines—general 
monthlies, women’s service 


and national weeklies— 

The New York Times Magazine 
was tenth in advertising 
volume in 1944, 

with 1,041,039 lines. 


She New York Zimes Magazine ag 


CARRIED EXCLUSIVELY IN THE NEW YORK TIMES 


- a, ee r i :  # i Be = 4 
2 J he — — Bae . ‘ —. i é ¥ 
Prii 2. 194 ee Ss ia 
ae 
Aa 
stores a | a: 
BOOds maf 
er reach : 
th: ‘A. an | oe 
> % | x 
TOVig oi ieee 
labcling Pig iesr, — 
© firm sha 
on nply . wl 
Was Man Eat 
d forces wa 
Y Specific 3 
LOY iil 5 
ation Arn 4 c 
“ a 
aC Vertical 2 
™) Combai 4 
‘gulation i Bes 
ling to 4 i 
‘Ver thoy ‘a 
cd fo gi an 
on rejeciiimm a 
yn or h — 
e manuf | : ie 
J with op a 
pe Ss Setseassisiisssssasschnsstesisisssssesssssessunseissiesnssisaseussstessssss e. 
| a 
roups — 
pany, Ne } a 7 
x Membesil | 4 
ect vari | ee a siege sescssen a : 
ertising q el 
Viellin, eq et om aaa 
 & Unde eee 3 : A, | oa 
L = Accessmil ‘ . ‘ 
en’s We ‘ * 4S . 
Goods a a oe mi ; 
ew. | ' ea" J ; ™. i en i 
r becom ~ ge ao |, Heo 
ctor of i o™ at we me” Be ag 
: which bat. : . il — - se , ba is 
Ss Jour |  £ eee, si 
is a. # > 
chandisi 4 iit om ; 
w andL y im , A : sae 
amed welll = - ae F 
hn Rega é as os — 
d editorial FR sone ge 1 ee an 
f the ai a —— 
lirport D 2 
ion Equi is 7 
cont pe it 
ae 
“SS 4 oe Ve si 
Post & és A | 
s been aii eS 
ager of t ve 
ry, Prot ‘ ee 
| " 
. P| ie 
i ae 
. = 
——— Peeorer: 4 { 4 TEBE BUSINESS Be - 
Posti= NE) SAVORY cae ye | LIFES "s \ iE : Fortune  . 
<— © NE  C a . 3 we aye mn, / Pete Bic” 
POST 4 = “= ae baa eS & TI M E weet 4 <3 ee WEEK %, ie % o 
eee) i te ee ¢ { 8) Bem Fee Pee. 
c- i& term ~~ | pad 3 E a, Q -£ ut =e el 
A < J ; ES i, ce i | —.. eey = 4 : e Pe. ‘v. fo E | k . : a Je os x : 
. ‘ om ng aS a Se e a. <f a si =r 5 | Be 4 es 
ce af Me ~ Rey ee ie ” . in 3 * ‘ . es 4 it .§ cs & ; a a oe sii a stl ‘ : " 
as a J ee & e. Se a sill RR FE = 4 7 ' i a ses ie S% 4 F 
BG o. Me eecnaetlinss Oe & SP coed TE OS STS Cea BY oe eae Me P ae steal , es “ = 
4 mn ie ee xy . ee ROK 8 om me ’ Bs = - PS. 
2 lene 
. Fi = a mG 
Le oe be 
eee ce 
. Pe 
eed 
ime: 
co, 
Be: oe 
ae 
Be | m 
we Me ‘ 
ee . 
| 
ban 
| eS 
| ae 
} 


52 


() 
"4 * 
4 


Ladies 
and 
Gentlemen 
of 
Advertising 


Do you know of 
any better way to 
protect the 
future of the, 
advertising 
profession 

than by doing 
everything possible 
to safeguard 

the theory of 
brand names \ 


and trademarks? 


San 
Francisco 
Examiner 


for more than 

50 years the ' 
leading newspaper 
in its field 


Goodyear Tells 
Postwar Plans: 
Line Runs Gamut 


(Continued from Page 1) 


more than 30,000 Goodyear out- 
lets. At least 1,000 of the inde- 
pendents have indicated their in- 
tention to handle radios and major 
appliances after the war. Many 
of these will be able to retail Gen- 
eral Electric appliances, under an 
arrangement between G-E and 
Goodyear. 

Goodyear at the same time an- 
nounces that its tife sales division 
executives are “cautioning dealers 
not to forget service to customers,” 
as well they might. Dealers plan- 
ning expansion are being advised, 
it is said, not to move out of good 
service locations into better mer- 
chandise spots without first being 
sure that the new locations have 
excellent service facilities as well 
as sales potentialities from the 
standpoint of store traffic and sell- 
ing space. ° 

The company’s aid to independ- 
ents will be greatly expanded. Not 
only will it continue to share the 
cost of local newspaper and radio 
advertising, as in the past, but its 
national advertising will promote 
sales of the accessories. Good- 
year’s magazine, farm paper and 
radio advertising last year 
amounted to nearly $3,500,000, as 
against about $2,350,000 each for 
B. F. Goodrich Company and U. S. 
Rubber Company, $1,900,000 for 
Firestone, $475,000 for General 
Tire, $375,000 for Seiberling, 
$200,000 for Kelly-Springfield Tire 
Company, etc. 

The $10,000,000 spent in these 
three media by Goodyear, Good- 
rich, Firestone and U. S. Rubber 


"a kk 


last year was more than double 
their ad expenditures in 1941, 
when Goodyear, Firestone and 
U. S. Rubber each spent about $1,- 
250,000 and Goodrich spent slightly 
less than $1,000,000. 

A large portion of each of these 
companies’ ad budgets is used to 
promote products other than tires 
and tubes. Last year Goodyear’s 
$2,250,000 magazine campaign in- 
cluded more than $500,000 for its 
aircraft subsidiary, which cur- 
rently employs half of all Good- 
year labor. A substantial share 
was devoted to heel and shoe pro- 
duction. There has been some 
promotion on Neolite, a new syn- 
thetic shoe material said to be 
longer-lasting than shoe leather. 

Goodyear has also set up a sub- 
sidiary, Wingfoot Homes, Inc., 
which has begun operations as a 
maker of prefabricated houses. 
These houses, it should be said, 
will not be sold at Goodyear sta- 
tions after the war, but through 
furniture stores and other firms 
which acquire Wingfoot franchises. 

Firestone, second largest rubber 
company, last fall (AA, Aug. 21) 
revealed that its postwar plans 
include sales of many accessories 
at company-owned and independ- 
ent stores, including various lines 
to be produced through its re- 
cently established steel products 
division and to be developed in 
its new $1,000,000 research labora- 
tory building here. The company 
recently stressed the importance 
of the building in a full-color 
spread in The Saturday Evening 
Post. 

Firestone . officials have empha- 
sized, however, that they intend 
to concentrate most on selling 
tires, batteries, sparkplugs and 
the basic accessories. They have 
laid plans to expand dealer aid, 
particularly by offering store de- 
sign service to independents and 
expanding the Firestone dealer 
school. 

At present Firestone is devoting 


~ 


The 40 year old Etonomic Machinery Company of 


Worcester, World Labeliers, 


is the largest and the only 


exclusive manufacturer of labeling machinery in the world. 
Postwar indi¢ations from every corner of this nation, from 
England, Austfalia, New Zealand, South Africa and Canada, 
the need for \fGfGre production of medicines and food, all 


point to a sustaimed 


emand for its products, an increase in 


production rate amd (a corresponding addition of working 


personnel, ' 


Economic Machinery Company “will be among the busy 
activities of postwar) Worcester’, together with scores of 
other important industries whose payrolls will remain filled 
with high-wage, greatly diversified, skilled craftsmen. 


: 


Vi 


These facts rank Worcester Well to the front in 
postwar market importance. Blanket coverage of this 
market is available with the Telégram-Gazette’s circu- 
lation, over 130,000 Daily, and 80,000. Sunday. City 
Zone Population 235,125. City and Retail Trade Zones 


440,770. 


TRIES IT OUT—Frank Urban, assistant merchandise manager, U. S. Rubbe, 
Co., operates a turret machine gun at the U. S. naval training oxhibis 
Museum of Science and Industry, New York. Watching are, left to right: 
Welman A. Shrader, editor of the Aeronautical Engineering Catalog, Ingii. 
tute of the Aeronautical Sciences; Ralph Hanes, manager of sales promotion 
mechanical goods division, U. S. Rubber; Julian Gran, secretary-treasure, 
Rickard & Co.; E. D. Nathan, account executive, Campbell-Ewald Co.; Rober 
A. Davies Jr., account executive, Donahue & Coe; George Harris, advertising 
and sales promotion manager, airplane tires, U. S. Rubber; J. C. McManemin 
and K. E. Hopkins, account executives, Campbell-Ewald, and Russell F. 

Rogers, manager, Aeronautical Engineering Review. 


much magazine space to its Foa- 
mex, used as a mattress or cushion 
material. 


U. S. Rubber Cautious 


U. S. Rubber, which owns no 
dealer stores, has announced that 
it will not offer “variety store 
franchises” to its independent 
dealers after the war, but will add 
to its auto accessories line. Light 
bulbs, cooling system parts and 
wheel services will be included 
among the additions, it is said. 

Goodrich is said to be planning 
to add to the number of its owned 
stores, which about equals the 
number Goodyear owns. Goodrich 
has set up a chemical division to 
make chemicals and plastics, is 
furnishing store design service to 
dealers, and offers merchandising 
instruction to dealers. 

Executives of all these com- 
panies expect that their synthetic 


- |tires will continue in great demand 


THE WORLD HAS A STAKE IN 


WORCESTER’S 
POSTWAR STABILITY 


for at least five years after Ger- 
many is defeated. 


Wholesalers Launch 


Trade Journal Drive 


National American Wholesale 
Lumber Association, New York, 
launched in March issues of 
American Lumberman, Southern 
Lumber Journal, Southern Lum- 
berman, Timberman, and West 
Coast Lumberman a campaign of 
full-page advertisements to con- 
vince lumber manufacturers that 
the wholesaler will be essential 
to the industry at the end of the 
war. .Copy, placed direct, demon- 
strates the role of the wholesaler 
in distributing lumber in peace- 
time, when the government is not 
the biggest purchaser. 

A preliminary booklet support- 
ing the campaign was mailed di- 
rect to lumber’ manufacturers 
throughout the country, and will 
be followed each month by addi- 
tional pamphlets. 


Tubize Sales Mount 


Net sales for 1944 of $17,443,423 
compared with $16,812,555 for ’43 
have set a new high, Tubize Rayon 
Corporation, New York, states in 
its 25th annual report. Net profit 
was reduced to $1,056,429 in 1944 
from $1,246,136 in 1943. 


Bell-Ans Moves 


Bell & Co., Orangebury, N. Y., 
manufacturer of Bell-Ans, has 
transferred its account to Red- 
field-Johnstone, Inc., from Ander- 
son, Davis & Platte, both New 
York. 


Troy Test Reveals 
Two Copy Theme; 


New York, March 29.—Resy} 
of the special six-day study 
the Troy Times Record conductef 
March 19-24 by the Advertising 
Research Foundation as part 9 
the continuing study of newspape 
reading (AA, March 19) will ng 
be available for six weeks, ap 
nounced A. W. Lehman, managinj 
director of the Foundation, | 
check of each of the six issue 
reveals that at least two nation 
advertisers on this occasion intr 
duced new copy themes inj 
newspapers. 

Shell Oil Company, in a 1,000 
line insertion, launched its “Shel 
lubrication Booby-Trap” driv 
which was scheduled for March 2 
opening in southern newspaper 
and April 15 in northern states 
The ad, to appear in 185 papers 
stresses the danger of neglecting 
hidden parts in automobiles, and 
urges readers to give their car 
Shell’s “visual inspection” servic¢ 
for 35 potential automotive “boob 
traps.” The campaign, which wil 
be featured also on radio pro 
grams and displays, is tied in wit 
OWI and Petroleum Industry W 
Council campaigns on automotiv 
maintenance. J. Walter Thomps0 
Company is the agency. 

Calvert Distillers Corporatio 
for the first time applied in news 
papers its well-known continuin 
magazine series featuring distin 
guished men who prefer Lor 
Calvert. The Troy Record de 
picted a “Man of Judgment. 
Geyer, Cornell & Newell, Int. 
handles the Calvert account. 


Joins Fairchild 

Chet Sloane, New York, hi 
been appointed direct mail cm 
sultant of Fairchild Publications 


All about 
ALASKA 


Accurate, tactuai intormation on Alcsko © 
today—America's last land of opportunity 
— written by men who have sper! the! 
lives in Alaska 


Just off the press, February 5'h 
64-page hand book of facts yo 


after the war possibilities, the trut 
about climate, industries, living 


tions. Send only $1.00 TOD*Y *° 
“Alaska Facts,"" P.O. Box 13! eau, 
Alaska [the capital of Alas’ 0 


2100-G 5th Avenue, Seattle |, 


For Best Results Advertise in— 


The TELEGRAM -GAZETTE 
ia Dictate ie MASSACHUSETTS : 


GEORGE FBOOTH Publisher 
and ASSOCIATES, NATIONAL REPRE 


OWNERS of RADIO STATION WTAG 


“CONCENTRATED”’ 
NEGRO MARKETS 


+ genes CHICAGO for your test of America’s 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 


Negro circulation in the world. 


Write for information: 
GEORGE T. HOPEWELL, Exclusive Representatives 
NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Dr''* 


|_| Advertising Age, April 2 ia _ 
| | = : a 
| a 7 an “a . aii ad Fs — F - 
. | | % — 2. Sei Dn 
hp ; a, iS ~~ , te See , Ou 
a . _ . 
bi %, Sr urges i : —— Cl OU =e at | 
| 7 .* “ae 1s . 3 = ; . = Re, ee “ ut th 
4 | , ig Pe Et wes ee | | i — com 
ee ome y ee J ee mor — | eZ ae pe ‘ig E 
| set oe | | jalan — i. | The 
” — : eae 4 was Se ee - i cs. “i << — ere 
ee sn ee ; 4 '? 
| alit) 
An. 
| mbe 
| ands 
| | rgued 
| | ricing 
pcaus 
| To 
| ent, 
| ) gov 
| byS @ 
! | | ade 
St ren a tint ag, 
| | easel 
be gt 
ss ee 
af | rst tr 
| ee ade ‘ 
Legé 
heir 
er aie 
| rice 
| | ovis! 
| ould 
| sed 
| | gued 
ade 
: rovis! 
on le 
| any 
| It w 
| ad in 
| be bai 
| e to 
| me | 
tie ee Se Se 8 ee Eee oe) FL ricing 
= nfus 
the 
ee zl 
| e tr¢ 
| | aa ig in 
| i e ani 
| Ge" ns | 
cf gee Peo oo 14 4 . | | 1 in 
Ee MINER 4 gn 
oA WA YR r. Be 
| com PAN I the 
AO ‘that 
q ee - BRL Cees ‘a ; | Sem 
Pe he bai 
| | meee ha 
| mex istin 
| The 
' oP A 
po wers 
mevely 
| ead 
lead 
| tback 
a $ 
| ld tl 
| : an e@} 
7 ry te 
| e pul 
| | mall; 
| pl ~% 
-_ | mntrar 
| } Be pos 
| € Bo 
| pres 
; : | 
L 
U = ____—si«s 
¥b en YER: 
» y i 
| ANN: 
ee y wt 
ee P 
Pe A 
| 
| | 0» 
. eee 
| a |) eee 


advertising Age, April 2, 1945 


rade in Doubt 


yn OPA Plea for 
Quality Pricing’ 


(Continued from Page 1) 
they in no way raise the 
ade labeling issue, since the 
pels do not appear on the can, 
f+ the food industry argues that 
‘comes down to the same thing. 


Holds Terms Ill-Defined 
The OPA position is simply that 
ere can be no price fixing un- 
<; that price is based on the 
ality of food contained in the 
“pricing by brands is too 


Rubber 


an. 


exhibit mbersome because of the thou- 
© right, Iampnds of private labels, it is 
g, Insti. argued, and use of trade terms in 
>motion icing orders is unsatisfactory 


pcause these terms are ill-defined. 
To insure adequate enforce- 
ent, OPA wants to fix its prices 
} government standards, which it 
tvs are little more than common 
ade standards reduced to writ- 
1; The trade, not entirely 
eased and unwilling to accept 
ke government standards, con- 
mues to hold that OPA should 
st try to get along with historic 
ade terms. . 

Legally, the canners— fortified 
heir position by jamming anti- 
ade labeling provisions into the 


reasurer, 
; Robert 
vertising 
Aanemin 
sssell F. 


eals 
mes 


— Result 
study g 
conducted 


ivertisinggmice control act, and finally a 
att ovision that price standards 
ewspapegmmould be based on_ standards 
will named in the trade. When OPA 


sued that the AMA grades were 
ade grades, the canners got a 
vision into the OPA appropria- 
mn last year cutting off the pay 


eeks, an 
managing 
lation, | 


ix issue - 

> nation anyone enforcing these grades. 
On mn Sees Wrong Group 

nes ini 


It was this rider that Mr. Bowles 
1d in mind when he went before 
be banking and currency commit- 
e to plead for power to write 
bme universal standards for food 
icing. And it is here that the 
bnfusion over the real meaning 


5 papers the OPA plea arises, for the 
neglectingimgal provision which is causing 
biles, an@™pe trouble was a rider originat- 


heir came in the appropriations commit- 


” 


.” service and hitched on the appropria- 
ve “boobymmons bill. The banking and cur- 
vhich wilf—ncy committee was presumably 
adio pro™™m innocent and powerless by- 


-d in witlander. ‘ 
istry Wag Sen. John Bankhead reminded 
utomotiva™™r. Bowles of that at the hearing 


the price control act, and even 
that weren’t the case, the price 
iministrator has little solace, for 
fe banking and currency commit- 
e has no desire to change the 
isting law. 

The second puzzle is, why is 
PA looking for new pricing 
wers when it is already tenta- 
ely on record as ready to go 
lead next year just as it went 
lead on food pricing after the 
tback last summer? 

On grade labeling, Mr. Bowles 
ld the committee: “The Cana- 
an experience with grade label- 
g has been generally satisfac- 
ty to the industry as well as 
€ public. The promotion of na- 
f nally-known brands has not 
A 


lhompso 


yrporatid 
in news 
ontinuin 
ig distin 
fer Lord 
‘cord de 
idgment 
yell, Ine, 
unt, 


Tork, hag 
nail con 
blications 


€n weakened, but has, on the 
ntrary, been aided.” In view of 
y be position of Congress, however, 
'. Bowles said it was better not 
\ press the point. 
ee RETIME 15 SECOND 


MEE Ay SPOT ANNOUNCEMENT 
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ANN: HERE IS A SUM- 
oF REASONS WHY 
y wire Is PAYING OFF ON 
THE CASH REGISTER. - "re 
oe Is § GROWING STATION..- 
WLIE'S AUDIENCE HAS HIGHER 
NG POWER...WLIB'S 


‘HES PEOPLE NO OTHER 
‘LE STATION REACHES. 


SASH REGI STER RINGS FIVE 
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Blue Becomes ABC 
June 15 When Net 
Adds 10 Stations 


New York, March 29.—The 
Blue Network revealed today that 
on June 15 it will drop all refer- 
ence to the Blue in its station 
break announcements. Thereafter 
the network will be officially desig- 
nated by its corporate name, the 
American Broadcasting Company. 
Plans to promote the change are 
now under way. 

It was felt that June 15 was a 
propitious day to make the change 
since on that day 10 new stations 
will join the network. These sta- 
tions, which have been announced 
from time to time, are: WEEU, 
Reading; WRJN, Racine, Wis.; 
WLAW, Lawrence, Mass.; WCAE, 
Pittsburgh; WFBR, Baltimore; 
WCOP, Boston; WNAX, Yankton, 
S. D.; KRNT, Des Moines; WFTL, 
Miami, and WPDQ, Jacksonville. 

Plans for promotion of the 
San Francisco Conference were 
also disclosed this week by Fred 
Smith, vice-president in charge of 
advertising of the Blue. Contrary 


to usual practice, none of the 
regularly scheduled nighttime pro- 
grams will be canceled on April 
26, day after the conference opens. 
Instead the network will inject 
the conference theme into all pro- 
grams between 6 and 10:30 p.m., 
EWT. 

One of the reasons for this pol- 
icy is to keep listenership at its 
usual level, instead of having it 
drop when favorite programs are 
not on the air, Mr. Smith said. 
Another facet of this promotion 
is a full-page ad which will ap- 
pear in Saturday Home Magazine. 
Copy will plug the innovation in 
special events programming. Bat- 
ten, Barton, Durstine & Osborn 
is the agency. 


NBC Names Shawn 


Fred Shawn, program manager 
of WRC, NBC outlet in Washing- 
ton, D. C., and with the network 
since 1933, has been named ad- 
ministrative assistant to Clarence 
L. Menser, NBC vice-president in 
charge of programs. Charlotte F. 
Stern of the advertising and pro- 
motion staff has been named pro- 
motion manager for NBC tele- 
vision. 


ALFRED ZIMMERMAN 


Plainfield, N. J., March 27.— 
Alfred Zimmerman, 72, business 
manager of the Plainfield Courier- 
News, and in the newspaper busi- 
ness for 52 years, died of a heart 
ailment at his home here March 
24. At one time with the Tele- 
gram, Elmira, N. Y., Mr. Zimmer- 
man also held positions with two 
Newark newspapers and the New 
York World before joining the 
Plainfield paper in 1927. His son, 
A. Wallace Zimmerman, is adver- 
tising manager of the Courier- 
News. 


JAMES E. SITTERLEY 


Bronxville, N. Y., March 27.— 
James Eugene Sitterley, 67, 
founder of the Importers’ Guide 
and Guia de Importadores, both 


53 


|export field journals, died here 
'March 22 in Lawrence Hospital. 
Retiring in 1939, he returned as 
president of the publications in 
1941 when his two sons left to en- 
ter the armed forces. Mr. Sit- 
terley was also an adviser to the 
Office of the Coordinator of In- 
ter-American Affairs. 


Two Bakelite Films 


Bakelite Corporation, New York, 
has released the first two films to 
be included in its technical film 
laboratory, “Bakelite Plastics—Se- 
lecting the Right Thermosetting 
Molding Material,” and “Bakelite 
Plastics — Product Design and 
Molding Technique for Thermo- 
setting Plastics.” Both are sound 
films, designed to serve as train- 
ing films for engineers, designers, 


plant personnel and students. 
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A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request, 


25 WEST BROADWAY 
NEW YORK 7 N.Y 


“ATF TYPES MAKE A HOUSE ORGAN ‘pi iH says WALTER M. CHASE 


L-ditor, Modern Pharmacy 


MODERN PHarRMACcy has a select but busy audience ... the iain Maat dacidial one 


pharmacists of the United States. So, to help keep our pages 
fresh and inviting, we constantly vary the format and typog- 
raphy. The great diversity of ATF faces is a splendid aid in 
this respect .. . particularly Onyx, Stymie, Brush, Spartan, 
and Balloon, which are our frequent choice. Their fine draw- 
ing and legibility make a strong and pleasing display. They 


combine especially well. And their vigor and variety enable 


us to engage and hold the attention of our readers.” 


Glue 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 


letterhead. The following 


of any faces you wish, by 


You can get a copy of the ATF Red Book of types, 


or single page showings including ¢« omplete alphabets 


sending for them on your 


are the types used or men- 


tioned in this advertisement. 
Stymie Bold 
Brush 


Onvx 


Spartan Black 


Bulmer Roman 


BALLOON EXTRABOLD 
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(900 “Lincoln Land” People Came to See 


a Call Change Owners 
. 2. because Prairie Farmer-WLS Invited Them 


Prairie Farmer-WLS proved again its power to influence people when 7,500 
people turned out in Kewanee, Illinois, to see a Jersey calf presented to a local 
farm boy. Quaker Oats Company bought Beulah, daughter of Borden’s Elsie, at 
a war bond auction. They asked Prairie Farmer-WLS to find her a home... for 
they knew Prairie Farmer-WLS had the influence with and acceptance among 
farm folks and organizations. 

“Beulah Day’’ was only one of many events staged by or visited by WLS 
personalities and Prairie Farmer editors. Every week, we are out in ‘Lincoln Land’”’ 
helping with some major event of civic or agricultural importance. Thus we learn 
to know our people. And thus “Lincoln Land”’ folks learn to know Prairie Farmer- 
WLS; we're old friends, believed in, living their lives with them as neighbors. 
That’s why Prairie Farmer and WLS, working together as a team, dominate so 


thoroughly the “Lincoln Land” market. 


nau ARMER ' 


SINCE ™>—}> 1841 CHICAGO 


bvanints D. BUTLER. President 


nd itt 


WE FOUND A DOCTOR for Reming- 
ton, Indiana. When this town and its 
two neighbors found themselves with- 
out a resident doctor, they called on 
Prairie-Farmer-WLS for help. One an- 
nouncement on WLS brought word of 
a doctor honorably discharged from 
the Navy. A Chicago resident, he grew 
up in a small town, wanted to return. 
So Remington has a doctor, thanks to 
Prairie Farmer-WLS. 


WE FOUND A LOST BOY from Lowell 
Indiana. This 16-year-old boy ran away 
after damaging the family car. His 
parents’ appeal to come home wos 
broadcast on the Prairie Farmer Din- 
nerbell Time Program on WLS. He 
heard the broadcast, called his dis 
traught mother... from Amarillo, Texas! 
It's these little human things that make 
Prairie Farmer-WLS just like one of the 
family to folks in “Lincoln Land. 
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HOTOGRAPHIC REVIEW 
OF THE WEEK 
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DOUBLE DUTY—This combination dis- 
play and merchandising cabinet, pro- 
duced by Harve Ferrill & Co. for 
Permo Products Corp.'s Fidelitone 


STARTS tITH YEAR—Parks Johnson (seated), interviewer on "Vox Pop,” 

signs a 52-week renewal for the show, sponsored by Emerson Drug Co., Ballti- 

more, for Bromo-Selter. The CBS program starts its I|th year on the air 

in July. Watching are, left to right: Harold L. Grafer, sales manager; 

Kenneth A. Bonham, executive vice-president; John H. Kelly, advertising 

director of Emerson, and Lloyd Coulter, vice-president in charge of radio, 
McCann-Erickson, agency in charge. 


namie ie see 


phonograph needles, has a glass-cov- 

ered face for display, along with a 

selling message, while two drawers at 

the back hold an amply supply of the 
product. 
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ART JUDGES—Sid Wells, McCann-Erickson, Earl Gross, artist, and Maurice 


N CONSUMERS MAGAZINES—Johnson & Johnson, New Brunswick, N. J., 

sed this copy in Collier's, Life and Look—the first consumer advertising to 

ppear for Tek tooth brushes in four years (AA, March 26). Ferry-Hanly Co., 
New York, is the agency. 


FOR FUTURE—Proctor Electric Co., 
Philadelphia, doing a missionary job 
for postwar sales, is supplying electri- 
cal appliance dealers with this colorful 
display for Neverlift irons. 


H. Needham, Needham, Louis & Brorby, knuckle down to their task of picking 
winners in the mass magazine unit of the annual Art Directors Club of Chicago 


competition. Other groups of judges simultaneously plucked the sheep from 
the goats in other classifications, with winners to be announced April 30, and 
exhibition of the entries to start May | at Chicago's Art Institute. 
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ART AWARD WINNERS—The three advertisements at the top 
won the Art Directors Club Medal, and the design at the lower 
left. the Kerwin H. Fulton Medal in the 24th annual exhibition of 
advertising art held by the Art Directors Club of New York. Left 
to right at top are: color photo in the style glamour group for 


Chen Yu, Ruthrauff & Ryan, agency: product group color illustra- 


tion for Hawaiian Pineapple Co., N. W. Ayer, agency, and a 


Main line to the vacific War Jacqueline Cochran ad designed by Paul Rand. Lower left is a 


SOUTHERN PACIFIC 


poster design for Southern Pacific Co., Foote, Cone & Belding, 


agency. (Story on Page 47.) 5 
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First Again! 


In 1944 as in 1943 food and food beverage advertisers 
used more color and black and white advertising in 
The American Weekly 


than in any other magazine 


. 1944 1943 
*The American Weekly ................ 275,380 268,502 
SORE Cae 246,112 255,075 o 
Saturday Evening Post.................. 232,363 192,025 The Ktep ort: 
mar sed Home Journoal.................... 222,176 202,824 Food advertisers considered The 
McCa URES Ee 164,492 178,595 American Weekly first in a group 
A — puns Companion........ soca nye of 11 leading magazines in 1944 as 
4 18 COR ccccccccecee necgenesinessopeeentesnenss 30 3 they did in 1943 when they placed 
‘ Good Housekeeping. ...................... 116,692 105,903 A ma 
et Ehret acsnncbe 103,020 98,036 their advertising schedules. 
i SSA eet ES ee 91,671 86,680 
I ch tiabesititcbiciiaeeneitinllanaaebieunansdin 17,825 4,839 


Armour & Company—Meats, Vitalox 

THE Borpven Co. 

CALIFORNIA Fruit Growers EXCHANGE 

CREAM OF WHEAT CORPORATION 

FLormwa Citrus CoMMISSION 

GENERAL Foops CorporaTION—Post Toasties, Jello and 


Jello Puddings, M ll H Coffee, G N 
The A dvert i sers: fis dhe 7 ings ee gold rape Nuts 
ENERAL Mitts, Inc.—Bisquick, Gold Medal Flour, 
These 16 leaders were among the — Wheaties, Softasilk, Cheerioats 
users of food and food bever age tnage Krart CHEeesE Company—Cheese Products, Parkay 
in The American Weekly in 1944. Other Oleomargarine, Miracle Whip, Kraft Dinner 
leading food companies, too numerous to Lispy, McNewt & Lippy 


Loose-WiLes Biscurr COMPANY 

Tuomas Lirton Inc.—Tea, Continental Soup Mix 

Proctor & GamBLE—Crisco 

Quaker Oats Co. 

STANDARD Branps, Inc.—Fleischmann’s Yeast, Chase & 
Sanborn Coffee, Tenderleaf Tea 

Swirt & Co.— Meats, Prem, Peanut Butter, Allsweet, 
Oleomargarine 

Wanner Co.—Ovaltine 


list here, also used substantial schedules 
in The American Weekly during 1944. 


*all figures 
from P.1.B. 


. We Greatest 
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“The Nation’s Reading Habit” 
MAIN OFFICE: 959 EIGHTH AVENUE, NEW YorK 19, N. Y. 


| HI 
‘ | ni: 
—— 
- ~ 
: “ad 
DEL 
. 16, } 
t 
oven 
the 1 
iciden 
tail © 
, ¢ FTC 
ideas 
Js an 
abou 
\4 will 
ee q 
he T 
was 
litter 
son t! 
’ Da Dio 
Every 
im” 4 
1 Mck 
ctly v 
‘ r toni 
he Se 
is: I 
dwar 
rite 
infor 
tenin; 
bly he 
ym sho! 
flaybe 
in th 
insp 
r to ge 
k tire 
hose | 
clien 
i the < 
: ew ¢ 
Pstion 
t glo 
he C 
t bec: 
ploye: 
their 
, but 
Stion: 
BP he G 
ertisi 
a sk 
es of 
notl 
‘ skin, 
‘ariet 
on 
per] 
ar 
~ N es 
RICAKY -.2~ 
me =. | = 
‘a X yo 
po ‘ : eee ) i 
: £ pe 
> —_ ee Th al 
.. T 
Me 


